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Cloud  Computing  Done  Right: 
The  Catalyst  for  IT— and 
Business— Transformation 


Cloud  computing  has  evolved  from  panel  discussion  topic  to  widespread 
adoption  in  a  few  short  years.  As  with  any  new  technology,  best  practices, 
challenges,  and  success  stories  have  followed  close  behind  adoption. 

And  as  with  any  technology,  the  measure  of  the  success  of  cloud  computing 
is  this:  How  does  it  move  your  business  forward? 
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CIOs  today  are  increasingly  held  accountable  for  business  outcomes,  and  that 
includes  responsibility  for  technologies  like  cloud  computing.  But  just  building 
a  cloud  isn’t  enough  to  stay  competitive.  Leading  CIOs  have  embraced  the 
cloud  to  tap  its  full  potential,  moving  beyond  their  role  as  cloud  builders  or 
implementers  to  become  “rainmakers”  who  leverage  the  cloud  and  their  IT 
infrastructure  to  transform  the  way  their  organizations  do  business. 


Rick  King 
CTO,  Thomson 
Professional  Division 


Hear  from  Rick: 


Today’s  IT  Leader  as  Rainmaker 

This  transition  fits  perfectly  with  the 
movement  of  CIOs  from  their  traditional 
role  as  functional  IT  operations  manager 
into  business  transformation  expert. 

IT  leaders  like  Rick  King  of  Thomson 
Reuters  and  Jeff  Smith  of  Suncorp  typify 
this  new  profile. 


As  CTO  for  the  Professional  Division 
of  Thomson  Reuters,  the  leading 
legal,  tax,  regulatory,  and  IP/scientific 
information  and  software  provider  for 
global  professionals,  King  and  his  IT  and 
business  colleagues  built  a  private  cloud 
implementation  on  a  shared  storage 
infrastructure  that  handles  50  times  as 


Developing  More  Powerful  Products  While  Saving  Energy 

Thomson  Reuters  leveraged  a  NetApp  infrastructure  to  cut  power  consumption 
and  make  its  category-leading  legal-research  tool  even  more  effective. 


WestlawNext 
helps  lawyers 
search  50  times 
more  data  than 
before— in  half 
the  time. 
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much  data,  twice  as  fast  as  before.  He 
was  also  able  to  save  $65  million  by 
eliminating  the  need  for  a  new  data 
center  (see  sidebar). 

At  Suncorp,  Jeff  Smith,  CEO  of  Business 
Services,  helped  transform  the  way  the 
$15  billion  financial  services  company  did 
business  by  migrating  80  percent  of  its 
IT  environment  onto  a  NetApp®  shared  IT 
infrastructure,  creating  a  large,  virtualized 
private  cloud.  The  results:  massive 
consolidation,  agile  development,  and 
exponential  increases  in  online  and  mobile 
business  (see  sidebar). 

Beyond  Virtualization:  Keys 
to  Cloud  Success 

Leading  IT  organizations  understand  that 
it’s  time  to  stop  debating  the  merits  of  the 
cloud  and  start  discussing  how  to  put  the 
cloud  to  work— because  the  cloud  is  not 
some  future  state,  but  the  here  and  now. 

A  recent  NetApp  IDG  Research  survey1 
showed  that  86%  of  organizations  have 
at  least  one  cloud  project  under  way,  and 
nearly  75%  have  two  or  more. 

That  same  survey  highlighted  a  key 
cloud  success  factor:  an  enterprisewide 
cloud  strategy.  This  holistic,  overarching 
approach  reduces  costs,  serves  business 
goals,  and  improves  business/IT 
alignment  by  leveraging  expertise  from 
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the  IT  and  business  sides  of  the 
organization. 

What  you  see  are  benefits  extending 
beyond  IT  and  fueling  true  business 
transformation.  Here  are  some  of  the 
potential  benefits  of  an  optimized 
private  cloud: 

•  Optimized  cost  structures.  The  cloud 
enables  vast  economies  of  scale,  better 
utilization,  operational  efficiencies,  and 
lower  capital  investments. 

•  Enhanced  IT  performance.  The  cloud 
enables  IT  to  respond  at  the  speed  of 
business,  while  shifting  the  workload 
focus  from  maintenance  to  innovation 
through  automation  and  self-service. 

•  Heightened  business  agility.  The 
cloud  gives  companies  the  ability  to 
dynamically  scale  operations,  accelerate 
business  innovation,  and  decrease 


time  to  market,  all  while  maintaining 
enterprise-level  security  and  business 
continuity. 

IT  leaders  who  are  able  to  envision 
and  accomplish  a  cloud  deployment 
that  delivers  the  full  range  of  enterprise 
benefits  are  not  just  competent  cloud 
builders— they  are  inspired  (and  inspiring) 
rainmakers. 

Start  with  Storage 

Choosing  the  right  storage  platform  for 
shared  infrastructure  is  one  of  the  most 
critical  and  strategic  decisions  that  IT 
leaders  make.  Yet  according  to  a  recent 
Forrester  study,2  many  organizations 
focus  on  the  server  parts  of  their  cloud 
implementation  instead  of  optimizing 
from  the  ground  up.  A  successful  cloud  is 
built  atop  a  strong  foundation— a  shared 
infrastructure  that  extends  the  notions  of 
standardization,  automation,  and  self- 
service  beyond  the  server.  It’s  with  a  deep 
understanding  of  the  critical  nature  of  a 
shared  storage  foundation  that  IT  leaders 
can  capitalize  on  the  cloud’s  economic 
and  business  advantages. 

Get  Started  Now 

The  advantages  of  cloud  computing  are 
too  compelling  to  ignore,  with  innovation, 
efficiency,  business  agility,  productivity, 
and  cost  control  leading  the  pack. 

IT  leaders  must  seize  this  unique  moment 
today  to  secure  a  leading  role  in  the  cloud 
revolution.  IT  leaders  who  leverage  a 
forward-looking,  enterprisewide  strategy 
for  cloud  adoption,  and  then  elevate 
their  vision  for  the  cloud  from  builder  to 
rainmaker,  will  be  the  winners. 

Here  are  three  simple  touchstones  for 
cloud  success: 

•  Start  with  a  secure  storage  foundation. 

•  Learn  from  others  who  have  done 
it  before. 

•  Aim  high.  Become  a  rainmaker,  not  just 
a  cloud  builder.  ■ 
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Jeff  Smith 
CEO,  Suncorp 
Business  Services 


Hear  from  Jeff: 


For  more  information 
on  building  a  cloud 
infrastructure  tuned  for 
success,  check  out 
NetApp.com/BuiltOn/ 
Cloud. 


1  NetApp  IDG  Research  Services  Linkedln  Survey,  June  2011,  www.netapp.com/cloud 

2  Private  Clouds:  Storage  Architectures  Are  Key  to  Maximizing  Efficiencies,  February  2011,  www.netapp.com/forrester2011cloud 
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Now  you  can  access  enterprise  wide  presence  no  matter 
where  you  are  or  what  mobile  device  you  use. 


Avaya  mobility  solutions  keep  customers  and  coworkers  connected  anywhere  via  email, 
IM,  conferencing,  voice  and  click-to-call.  With  the  same  user  interface  and  enterprise  wide 
presence  on  any  device  you  choose,  collaboration  is  simple  and  productivity  is  boundless. 

Learn  how  Avaya  helps  you  get  more  done  at  avaya.com/mobility. 
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The  Power  of  We 


c;  2011  Avaya  Inc.  All  rights  reserved 
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To  prepare  Pfizer  for  the  future, 
CIO  Jeff  Keisling  is  rolling  out 
loyalty  cards  and  mobile  apps 
directly  to  consumers. 
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Pfizer's  IT  Infusion 

"What  motivates  people  is  to  feel  like  they  are  part  of  the  answer,  no 
matter  what  the  challenge  is.” 

That’s  CIO  Jeff  Keisling  of  Pfizer,  talking  about  how  IT  staffers  are  diving 
into  the  tough  transformation  work  under  way  at  one  of  the  world’s  larg¬ 
est  pharmaceutical  companies.  In  an  industry  where  business  models  are 
eroding,  IT  can  be  a  huge  differentiator  in  finding  new  markets  and  con¬ 
necting  with  consumers. 

Stories  about  business  transformation  sometimes  suffer  from  the  rosy 
glow  of  overblown  optimism.  That’s  not  what  you’ll  find  in  Senior  Editor 
Kim  S.  Nash’s  cover  story  (“Rx  for  Pfizer’s  Future,”  Page  44),  which  explores 
how  dramatic  business-model  shifts  are  stretching  Pfizer’s  IT  beyond  its 
old  supporting  role  and  into  that  of  valued  business  contributor. 

Like  Pfizer,  the  pharmaceutical  industry  can  no  longer  count  on  a  future 
of  blockbuster  drug  sales  to  fuel  expensive  R&D  operations.  As  patents 
expire  on  bestselling  drugs,  waves  of  cost-cutting,  layoffs  and  R&D  cut¬ 
backs  follow.  “The  industry  is  facing  desperation,”  as  one  industry  expert 
bluntly  put  it. 

Arriving  at  Pfizer  in  2009  with  the  acquisition  of  Wyeth,  Keisling 
reorganized  the  IT  staff  to  emphasize  business  skills  and  used  the  merger 
integration  work  as  a  catalyst  for  transforming  corporate  IT.  A  big  part  of 
Keisling’s  work,  Nash  writes,  has  been  unifying  technology  standards  and 
inserting  his  people  into  business  units  to  “infuse  IT  into  conversations 
about  new  business  ideas  from  the  start.” 

He  created  hybrid  IT- business  managers  in  the  upper  ranks  of  Pfizer’s 
nine  business  units.  He  championed  the  cause  of  open  innovation  with  the 
use  of  a  virtual  R&D  system  that  connects  more  than  500  outside  organiza¬ 
tions.  He  launched  successful  consumer-focused  projects  such  as  a  loyalty 
discount  card  and  a  cloud-based  patient- management  system  for  doctors. 

What’s  fascinating  to  watch  as  Pfizer’s  story  unfolds  is  how  new  busi¬ 
ness  ideas  are  generated  from  the  cross-pollination  of  IT  and  non-IT  roles. 
An  economist  quoted  in  our  story  points  out  how  much  IT  and  business 
people  can  learn  from  each  other  by  “reimagining  how  consumers  and 
companies  are  able  to  connect  and  relate.” 

Rather  than  limit  IT  to  providing  cost-efficient  operations  and  meeting 
that  tired  old  cliche  of  business  alignment,  Pfizer  seems  to  be  finding  a  new 
formula  for  IT  success. 
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Maryfran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 
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Hold  the  Mango  Phone 

Although  the  release  of  Mango,  the 

new  Windows  smartphone  OS,  has  been 
highly  anticipated,  the  phone  itself  may 
not  be  met  with  as  much  enthusiasm  as 
expected.  Senior  Editor  Al  Sacco  points  out 
its  big  flaw:  Windows  Phone  7.5  does 
not  support  full  on-device  encryption 
via  Microsoft  Exchange.  This  can  create 
security  issues  if  a  phone  goes  missing. 
Microsoft  says  it's  "continuing  to  evolve 
the  product,"  but  Sacco  found  that  many 
current  users  of  Windows  phones  already 
report  problems  with  Outlook  calendar 
and  Exchange,  blogs.cio.com/node/16544 

Keys  Points  of  SharePoint 

A  new  report  from  Forrester  shows  that 
over  half  of  respondents  have  upgraded 
to  SharePoint  2012  even  though  it's  only 
been  out  for  14  months.  Assistant  Man¬ 
aging  Editor  Shane  O'Neill  notes  that  79 
percent  of  those  polled  report  SharePoint 
meets  IT's  expectations,  but  many 
companies  are  now  debating  whether  to 
put  the  program  in  the  cloud  or  keep  it 
in-house.  O'Neill  examines  the  pros  and 
cons,  saying  while  cloud  can  be  cheaper, 
it  could  also  be  challenging  to  customize 
code,  blogs.cio.com/node/16546 

October  Issue  Hits  Home 

Joe  Zazzaro,  00  of  PeoplesBank,  wrote 
in  with  praise  for  our  Oct.  1, 2011,  issue, 
saying  how  on-target  the  featured  topics 
were.  Zazzaro  says  bring-your-own- 
tech,  unified  communications  and 
social  media  have  been  his  main  initia¬ 
tives  and  he  couldn't  wait  to  delve  into  the 
articles  for  insight  and  advice.  In  a  word, 
Zazzaro  called  the  articles  "awesome!"  if 
you  missed  it,  you  can  read  the  issue  online 
here:  www.cio.com/issue/20111001 


Compiled  by  Editorial  Assistant  Lauren 
Brousell.  Have  a  comment  about  a  story  in 
this  issue?  Go  to  www.cio.com/issue/ 
20111101  or  write  to  lettersdPcio.com. 
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Smarter  business  for  a  Smarter  Planet: 

How  to  build  a  car  fueled  by  software. 

When  you  look  at  the  Chevrolet  Volt,  are  you  looking  at  steel  and  plastic,  or  are  you  looking  at  software?  The  Volt,  an 
electric  car  with  gas-powered  extended  range,  contains  over  10  million  lines  of  code,  more  software  than  you’d  find 
in  the  avionics  and  navigation  systems  of  a  modern  fighter  jet.  Chevrolet  turned  to  IBM  to  help  them  design  the  control 
systems  and  software  for  the  Volt,  allowing  them  to  deliver  this  revolutionary  car  in  far  less  time  than  development 
typically  takes.  Using  the  Rational®  platform  to  design  the  car  allowed  engineers  around  the  world  to  collaborate  in 
real  time,  which  helped  the  Volt  become  the  2011  Motor  Trend  Car  of  the  Year®  A  smarter  business  is  built  on  smarter 
software,  systems  and  services. 


Let’s  build  a  smarter  planet,  ibm.com/collaborate 


IBM,  the  IBM  logo,  lbm.com,  Rational,  Smarter  Planet  and  the  planet  icon  are  trademarks  of  International  Business  Machines  Corp,  registered  in  many  jurisdictions  worldwide  Other  product  and  service  names  might  be 
trademarks  of  IBM  or  other  companies.  A  current  list  of  IBM  trademarks  is  available  on  the  Web  at  www.ibm.com/legal/copytrade.shtml.  ©  International  Business  Machines  Corporation  2011. 
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FROM  THE  CEO 

Operational  Bias 

One  of  the  great  joys  I  have  in  serving  the  CIO  community  is  witnessing 
the  openness  and  transparency  you  have  with  each  other— especially  when 
given  the  chance  to  sit  down  face-to-face  at  one  of  our  events.  Whether  the 
perspectives  you  share  come  from  your  experience  with  business,  technol¬ 
ogy  or  overall  leadership,  I’m  always  impressed  by  how  generous  IT  execu¬ 
tives  are  in  exchanging  invaluable  insights  and  guidance  that  ultimately 
improves  everyone’s  performance. 

Having  attended  several  events  put  on  by  IDG  (CIO’s  publisher)  over 
the  past  few  months.  I’ve  listened  in  on  many  discussions  and  conversa¬ 
tions  centered  on  innovation,  strategy  and  business  growth.  They  helped 
everyone  in  the  room  think  about  the  bigger  picture. 

One  of  my  favorite  recent  quotes  (from  a  venture  capitalist  at  our  Fall 
2011  DEMO  show)  was  this  one:  “It  is  just  as  hard  to  launch  the  next 
Starbucks  as  it  is  the  next  local  coffee  shop.  Think  big!”  It’s  certainly  the 
right  message  about  stretching  ourselves  further  to  capture  the  larger 
opportunity. 

Yet  as  I  think  about  growth  and  innovation,  I  reflect  back  on  what  newly 
appointed  HP  CEO  Meg  Whitman  said  recently:  “In  the  end,  all  we  can  do 
is  deliver  results.”  While  everyone  gets  excited  about  vision  and  strategy, 
I  sometimes  wonder  if  we  should  really  spend  more  time  talking  about 
operational  excellence  and  how  to  achieve  it. 

Anna  Ewing,  CIO  of  NASDAQ  and  a  speaker  at  our  2011  CIO  100  Sym¬ 
posium  this  past  August,  reminded  her  audience  that  “operational  excel¬ 
lence  is  the  foundation  to  everything.  It  creates  trust  and  is  the  gateway  for 
the  CIO  to  become  more  strategic.” 

So  as  we  deal  with  global  economic  turmoil,  massive  technology 
transformation,  and  a  rapidly  evolving  workforce,  we  risk  forgetting 
how  strategic  operational  excellence  can  be.  Delivering  on  time  and  on 
budget  is  no  longer  enough.  Today,  it’s  all  about  on  time,  on  budget  and 
on  value. 

Any  great  idea  without  proper  execution  is  a  waste  of  time.  Visionary 
talk  may  get  us  motivated,  but  snappy  execution  gives  us  freedom.  I’d  love 
to  hear  your  thoughts  about  how  operational  excellence  makes  a  difference 
in  your  business. 

Drop  me  a  line  at  the  email  address  below. 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 
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Today,  97%  of  the  Fortune  Global  500  rely  on  VMwaref  the  global  leader  in  virtualization. 
Which  makes  us  the  ideal  partner  to  help  your  enterprise  transition  efficiently  to  a  cloud 
computing  environment  that’s  secure,  managed  and  controlled.  Because  it’s  not  about 

getting  to  the  cloud.  It’s  about  getting  to  your  cloud.  vrnware* 

The  power  behind  your  cloud. 


Visit  vmware.com/whiteboard 
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Tech  for  Execs  Needs  Lots  of  Flex 

Forrester's  'State  of  the  Workforce'  survey  suggests  execs,  not  Gen  Y, 
are  driving  the  push  for  mobility  by  lauren  brousell 


Workers  increasingly  expect  to  do  their  jobs  anywhere, 
anytime,  on  any  device.  But  according  to  the  2011  Forrester 
“State  of  the  Workforce  Technology  Adoption”  survey  of 
4,985  information  workers,  it’s  executives  driving  that 
advancement.  While  35  percent  of  employees  are  all-day 
desktop  users  tethered  to  the  office,  90  percent  of  execu¬ 
tives  regularly  shuttle  between  work,  travel  and  home. 

The  ability  to  switch  between  devices  makes  it  easier  to 
work  from  multiple  locations.  But  workers  aren’t  leaning 
on  rich  applications  on  smartphones.  Forrester  found  81 
percent  are  using  only  email  on  their  phones,  not  applica- 
tions  or  collaboration  tools.  Forty-eight  percent  of  respon¬ 
dents  also  said  they  buy  whatever  smartphone  they  want 
and  use  it  for  work  purposes. 

Gina  Tomlinson,  CTO  for  the  City  and  County  of  San 
Francisco,  says  the  city’s  mobile  workers  mostly  use  email. 
She  is  working  on  a  bring-your-own-technology  (BYOT) 
policy  for  the  city  but  needs  one  that  abides  by  the  Sun¬ 
shine  Law,  which  calls  for  all  government  business  to  be 
conducted  openly  so  the  public  has  access.  “One  of  the 
caveats  to  BYOT  is  that  [we  may  be]  opening  up  the  device 


to  the  public;  it’s  a  delicate  balance  for  us,”  she  says. 

But  all  companies  will  face  their  own  security  chal¬ 
lenges.  The  survey  shows  48  percent  of  respondents  access 
confidential  customer  information  and  40  percent  view 
regulated  information  on  a  daily  basis. 

Matt  Brown,  VP  and  practice  leader,  at  Forrester 
Research,  says  many  mobile  security  issues  spring  from 
device  loss.  “We  see  companies  understanding  the  risks,  but 
they  can’t  mitigate  all  of  them.”  He  says  companies  have  to 
consider  where  they  are  comfortable  taking  risks. 

Forrester’s  survey  also  shows  tablets  are  continuing 
to  find  a  place  in  the  enterprise.  Twenty  percent  of  mobile 
workers  now  use  a  tablet,  and  90  percent  of  regular  tablet 
users  use  the  devices  at  the  office. 

Brown  says  that  despite  the  numbers,  he  doesn’t  see  a 
detachment  from  traditional  laptops.  “For  that  to  go  fur¬ 
ther,  we  will  have  to  see  technology  like  [Microsoft]  Office 
be  functional  on  those  devices”  he  says. 


Contact  Editorial  Assistant  Lauren  Brousell  at  lbrousell@ 
cio.com.  Follow  heron  Twitter:  twitter.com/lbrousell. 
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Freedom  Workers 

Most  workers  spend  at  least  some  time  out  of  the  office,  and 
they  become  increasingly  mobile  as  they  rise  in  rank-just  10 
percent  of  execs  and  directors  are  bound  to  the  office 


Multiple  locations 


Exclusively  remote 


Office  only 


SOURCE:  FORRESTER  RESEARCH.  PERCENTAGES  DO  NOT  ADD  TO  100  DUE  TO  ROUNDING. 


They  Get  What 
They  Want 

Bring-your-own-device  is  already 
a  reality  at  many  companies 

48% 

chose  the  smartphone  they  use  for 
work  without  considering  what 
their  company  supports. 

54% 

pay  some  or  all  of  the  phone  bill. 
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Fujitsu  recommends  Windows®  7 


Here's  the  end  of: 
Sorry,  losing 
your  notebook 
is  like  losing 
your  identity." 


LIFEBOOK  - 

featuring  the  ultimate  in  data  and  theft  protection. 

LIFEBOOK®  notebook  and  Tablet  PCs,  powered  by  the  2nd  generation  Intel®  Core™  i7  processor,  offer  rock 
solid  security  with  features  like  fingerprint  sensor  and  smart  card  reader  to  protect  your  sensitive  business 
data  from  prying  eyes.  Give  performance,  IT  intelligence  -  and  the  bottom  line  -  a  boost. 


With  the  2nd  generation  Intel®  Core™  i7  processor. 

www.shopfujitsu.com 


Not  all  features  available  on  all  products 

Copyright  !  i  Fufitsu  America.  Inc.  Fujitsu,  the  Fujitsu  logo,  LIFEBOOK  and  "shaping  tomorrow  with  you"  are  trademarks  or  registered  trademarks  of  Fujitsu 
Limited  in  the  United  States  and  other  countries.  Microsoft,  Windows,  and  the  Windows  logo  are  trademarks  or  registered  trademarks  of  Microsoft  Corporation 
in  the  United  States  and  othet  countries.  Intel,  the  Intel  logo.  Intel  Inside.  Intel  Cote  and  Cote  Inside  are  trademarks  of  Intel  Corporation  In  the  U.S.  and  other 
countries  All  other  trademarks  ate  the  property  of  their  respective  owners 
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Fresh  Ideas  from 
Around  the  Globe 


Proffice  CIO  Turns  Board's  Dreams  Into  Fiscal  Reality 

Sweden  At  staffing  company  Proffice,  CIO  Christian  Malmberg  is  leading  the 
process  of  translating  directives  from  the  company's  board  into  fiscal  realities. 

Deciding  what  costs  should  be  borne  where  can  be  a  contentious  issue  at 
many  companies.  At  Proffice,  the  decision  was  made  to  separate  project  costs 
from  operational  expenses.  The  IT  department  foots  the  bill  for  the  opera¬ 
tional  costs,  and  costs  for  projects  that  include  IT  are  shared  with  relevant 
departments.  The  two  areas  also  follow  different  budget  processes,  Malmberg 
explains.  "Maintenance  and  improvements-for  example,  what  a  PC  and  the  net¬ 
work  will  cost-have  a  fixed  budget,  which  is  set  in  August  and  is  owned  by  me." 

Malmberg  says  the  project  budget,  on  the  other  hand,  is  submitted  to  the 
board  in  November,  where  it  is  then  overseen  by  the  CIO  and  CFO,  HR  and  com¬ 
munications,  and  representatives  of  the  business  units,  cio.idg.se 


Two  Long-Tenured  CIOs  Share  Lessons 
Learned  from  Decades  of  Service 
GERMANY  Olaf  Roper  and  Joachim  Badde  are  Germany's 
most  senior  CIOs.  Roper  has  been  CIO  at  the  plant  engineering 
company  ThyssenKrupp  Uhde  since  1987,  and  Badde  has  been 
leading  the  IT  department  of  meat  marketer  Westfleisch  since 
1985.  Both  have  exceeded  the  average  tenure  of  CIOs  in  Ger¬ 
many  by  20  years. 

According  to  Egon  Zehnder  International,  which  did  an 
exclusive  analysis  of  350  CIOs,  CIOs  in  Germany  hold  their 
jobs  for  an  average  of  4.13  years. 

Badde  and  Roper  both  built  up  the  IT  departments  in 
their  companies  and  reinvented  their  jobs  as  their  roles 
changed.  Roper  started  at  Uhde  introducing  CAD  software 
for  designing  pipe  systems.  "This  was  hard  work,  as  there 
were  no  digital  natives  at  that  time"  he  says. 

Nowadays,  as  Uhde  is  part  of  the  ThyssenKrupp  enter¬ 
prise,  an  important  part  of  Roper's  work  is  to  develop  inter¬ 
national  IT  strategies-a  job  totally  different  from  the  one 
he  had  in  the  80s. 

From  implementing  the  first  SAP  accounting  software 
more  than  20  years  ago  to  positioning  his  department  as  a 
business  enabler  now,  Badde's  work  changed,  too,  However, 
where  his  long  tenure  in  the  same  enterprise  is  unusual,  his 
recipe  for  success  is  common  sense:  "Go  out  and  listen  care¬ 
fully  to  what  the  business  needs."  www.cio.de 
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Utility  CIO  Implements  SAP 
Solution,  Builds  Support  Team 

PAKISTAN  The  CIO  of  Karachi  Elec¬ 
tric  Supply  Company  (KESC),  Sardar  Naufil 
Mahmud,  is  working  to  implement  SAP 
Industry  Solution  for  Utilities  (SAP  IS-U)  at 
his  company,  which  has  17,000  employees 
and  generates  and  supplies  electric  power  to 
Karachi's  17  million  people.  KESC  now  stands 
to  be  Pakistan's  first  utility  company  to  go 
live  with  SAP  IS-U.  "Lack  of  locally  trained  or 
experienced  consultants,  managing  budget¬ 
ary  constraints  and  HR  retention  are  some  of 
my  major  challenges,"  Mahmud  reports. 

There  are  also  operational  concerns, 
such  as  ensuring  network  infrastructure 
robustness  so  SAP  services  are  available 
around  the  clock.  KESC  recently  revised 
its  LAN/WAN  setup  and  disaster- recovery 
policies  to  ensure  greater  security  and 
reliability,  "The  key  is  to  have  a  competent 
core  team  that  not  only  can  provide  reliable 
support,  but  is  also  adept  at  overcoming 
unforeseen  challenges.  Building  and  keep¬ 
ing  such  team  is  a  key  challenge  for  me," 
Mahmud  says,  ciopakistan.com 
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-Compiled  by  IDG  News  Service  from  CIO  magazine  affiliates  worldwide 
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©ShoreTel 

Brilliantly  simple” 


A  MOBILITY  SOLUTION  EVERYONE  WILL  LOVE. 


Introducing  a  new  way  to  keep  your  mobile  workforce  100%  in  touch  and  then  some.  Not  just  the  usual 
features  that  keep  your  workforce  on  the  radar.  But  a  full  on  solution  that  extends  enterprise  UC  to  all 
smartphones  with  any  PBX  including  Cisco,  Avaya,  ShoreTel  and  others.  Employees  use  the  smartphones 
they  love.  IT  leverages  the  PBX  that's  already  in  place.  And  management  gets  the  savings  and  productivity 
it  needs.  Which  is  something  everyone  can  feel  good  about.  Learn  more  at  shoretel.com/mobility. 


Watch  video 


Copyright  @  ShoreTel  2011.  All  rights  reserved. 
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books,  blogs  and  the 
latest  research  about  IT, 
management  and  leadership 


d 


/ 


Reading 


Discover  Your  CEO  Brand 

Secrets  to  Embracing  and  Maximizing 
Your  Unique  Value  as  a  Leader 

By  Suzanne  Bates 

Bates  says  CEOs  such  as  Bill  Gates  and  Warren  Buffett  succeed  because 
they  know  who  they  are  and  what  they  stand  for.  She  also  thinks  rec¬ 
ognition  of  a  company  leader  might  drive  more  business  than  brand 
familiarity  does.  She  offers  advice  on  building  those  personal  quali¬ 
ties  and  using  them  to  become  a  stronger  leader.  McGraw  Hill,  $25 
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@IBMiCiO 

By  Roxanne  Reynolds-Lair 

TWITTER  Reynolds-Lair,  CIO  of  the  Fashion  Institute 
of  Design  and  Merchandising,  is  an  active  tweeter  who 
keeps  followers  up  to  date  on  the  events  she  attends  and 
who  shares  research  and  articles.  She’ll  even  offer  a  play- 
by-play  of  events,  much  like  she  did  during  a  recent  CIO 
retreat  when  she  tweeted,  “Very  ‘cloudy’  cloud  panel 
discussion  because  there  are  way  too  many  definitions 
of  cloud  and  most  of  them  are  vague.”  Her  feed  is  a  great 
resource  for  CIOs  who  don’t  have  as  much  time  to  attend 
events  live  and  it  is  a  valuable  compilation  of  news  from 
a  variety  of  technology  sources.  twitter.com/IBMiCiO 

The  Zappos  Experience 

5  Principles  to  Inspire,  Engage  and  Wow 

By  Joseph  A.  Michelli 

BOOK  Company  culture  at  Zappos  encourages  employ¬ 
ees  to  be  themselves  and  embrace  the  weird,  the  creative 
and  the  innovative.  These  employee  freedoms  mirror 
the  ways  Zappos  strives  to  build  positive  customer  rela¬ 
tionships,  such  as  by  offering  free  shipping  and  returns. 
Michelli,  author  of  The  Starbucks  Experience,  shares  five 
takeaways  from  Zappos’  methods  that  leaders  can  use 
to  bring  their  organizations  to  the  peak  of  employee  and 
customer  engagement.  The  book  also  includes  17  QR 
codes— a  type  of  square  bar  code  meant  to  be  scanned 
using  a  smartphone  camera— that  link  to  videos  and 
online  stories.  McGraw  Hill,  $25 


The  Progress  Principle 

Using  Small  Wins  to  Ignitejoy, 

Engagement  and  Creativity  at  Work 

By  Teresa  Amabile  and  Steven  Kramer 

BOOK  By  drawing  on  12,000  diary  entries  by  200 
employees,  the  authors  gather  that  the  best  way  to  moti¬ 
vate  employees  isn’t  to  give  them  free  lunches  and  pats 
on  the  back,  but  rather  to  help  them  develop  a  satisfying 
inner  work  life.  Achieving  that  great  inner  life  starts  with 
consistent  support  from  managers,  but  it  is  anchored 
by  raising  the  meaning  of  the  work  employees  are  doing. 
Harvard  Business  Review  Press,  $25 

Managing  the  Millennials 

Discover  the  Core  Competencies 
for  Managing  Today's  Workforce 

By  Chip  Espinoza,  Mick  Ukleja  and  Craig  Rusch 

BOOK  As  baby  boomers  are  cruising  their  way  through 
the  ranks  of  upper  management,  the  millennials  are 
pouring  into  entry-level  positions.  The  gap  between  the 
two  generations  has  posed  challenges  for  managers,  but 
it’s  also  an  opportunity  to  create  new  strengths  in  the 
workplace.  This  guide  teaches  veterans  how  to  align  the 
values,  skill  sets  and  behaviors  of  the  two  generations  to 
create  greater  productivity  and  success  instead  of  grid¬ 
lock  and  disagreement.  Wiley,  $24.95 


Compiled  by  Editorial  Assistant  Lauren  Brousell.  To  tell  us  what 
you're  reading,  write  to  letters@cio.com. 
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Alternating  current  has  been  the  only  viable  option  to  power 
data  centers  since  there  were  data  centers  to  power.  But  now, 
STARLINE®  DC  Solutions  has  created  a  revolutionary  380V 
direct  current  alternative.  With  STARLINE’S  exclusive  Chip2Grid™ 
technology,  data  centers  can  realize  35%  lower  operating  and 
maintenance  costs,  use  33%  less  space,  save  1 5%  on  capital 
expenditures,  and  be  200%  more  reliable.  And  this  technology 
is  available  today.  To  learn  more,  visit  uecorp.com. 

DIRECT  CURRENT.  BETTER  RESULTS. 

Stt.rLiime 


FOR  DATA  CENTERS, 
AC  POWER  IS  READY 
TO  FLAT-LINE. 
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Survey:  Cloud  Not 
Living  Up  to  Hype 

Cloud  computing  has  pro¬ 
duced  less-than-ideal  results 
for  some  early  adopters,  says 
a  Symantec  survey  of  5,300 
organizations.  Those  that 
put  applications  in  the  cloud 
expected  a  better  outcome, 
and  companies  that  bought 
cloud-based  backup,  storage 
and  security  said  they  got 
more  talk  than  action  from 
their  cloud  providers.  Syman¬ 
tec  says  the  newness  of  cloud 
created  a  gap  between  the 
expectations  and  reality  of  IT 
agility,  disaster  recovery,  costs 
and  security.  Reuters 

Final  Cut  Pro  X  Gets 
Mixed  Reviews 

The  newest  release  of  the 
movie-editing  software  Final 
Cut  Pro  X  has  brought  back 
some  greatly  missed  features 
from  the  last  version.  Final 
Cut  Pro  7.  For  example,  Apple 
is  reviving  the  ability  to  work 
on  projects  over  shared  net¬ 
works.  But  some  users  were 
enraged  that  they  couldn't 
transfer  work  from  Final  Cut 
Pro  7  to  the  new  release. 
Because  they  were  built  on 
different  architectures,  the 
programs  will  remain  incom¬ 
patible. 


Steve  Jobs  Left  Behind  Plans  for  Four  Years  of  Products 

Before  his  death  in  October,  former  Apple  CEO  Steve  Jobs  was  working  on  plans  for  the 
next  four  years  of  Apple  products.  Fie  did  so  in  hopes  of  securing  the  company's  future, 
knowing  that  his  own  time  was  running  short.  Jobs  was  also  overseeing  the  progress  of 
iCIoud,  despite  its  delayed  release,  and  had  begun  making  plans  for  a  new  spaceship- 
style  Apple  office  that  would  hold  12,000  employees  and  be  located  near  Apple's  existing 
offices  in  Cupertino,  Calif.  Daily  Mail 

Social  Media  Study  Reveals  Similar  Global  Moods 

Cornell  University  analyzed  509  million  Twitter  posts-two  years'  worth-and  found  that, 
as  gauged  by  the  snippets  people  share  about  themselves  online,  people  in  different 
countries  and  cultures  share  similar  moods,  feelings  and  thoughts.  The  researchers  used 
Twitter's  API  to  compile  the  messages  and  used  an  analytics  tool  called  Linguistic  Inquiry 
and  Word  Count  to  link  keywords  to  various  moods. 

This  research  has  paved  the  way  for  further  academic  studies  in  the  area  of  social 
media  and  the  behaviors  surrounding  it.  The  results  showed  that  people  tend  to  be  more 
positive  in  the  morning  and  on  weekends,  in  contrast  to  the  disgruntled  feelings  they 
tend  to  express  toward  the  end  of  the  day.  The  study  is  the  first  major  report'to  show 
empirical  evidence  for  this  behavior.  IDG  News  Service 

Google  Still  Rated  World's  Most  Desirable  Place  to  Work 

According  to  Universum's  annual  "World's  Most  Attractive  Employers"  report,  Google  tops 
the  rankings  for  the  third  consecutive  year.  Universum  did  two  surveys,  one  of  people 
seeking  business  jobs  and  one  of  people  seeking  engineering  jobs;  Google  ranked  num¬ 
ber  one  in  both.  Microsoft,  Apple,  IBM  and  Intel  were  among  the  other  top  companies. 

Universum  Plead  of  Research  and  Consulting  Lovisa  Ohnell  predicts  that  Google  will 
continue  to  lead  unless  another  company  can  come  up  with  a  clear  talent  strategy  to 
compete.  An  analyst  from  Technology  Business  Research  says  Google  is  a  fun  and  cool 
company,  and  that  attracts  young  professionals.  Computerworld 

Congress  Requests  Facebook  Tracking  Investigation 

Representatives  Ed  Markey  of  Massachusetts  and  Joe  Barton  of  Texas  requested  an 
investigation  into  Facebook's  practice  of  collecting  information  about  the  websites  that 
users  visit,  even  after  they  have  logged  out.  Markey  and  Barton  say,  "When  users  log  out 
of  Facebook,  they  are  under  the  impression  that  Facebook  is  no  longer  monitoring  their 
activities,  We  believe  this  impression  should  be  the  reality." 

The  information  about  users  is  gathered  by  cookies  that  websites  leave  on  browsers, 
but  some  cookies  were  still  sending  data  to  Facebook  after  users  had  logged  off  the 
social  networking  site.  Markey  and  Barton  say  that  this  problem  should  be  one  of  Face- 
book's  top  priorities  and  should  be  taken  care  of  quickly.  A  spokesman  for  Facebook  says 
the  site  had  not  stored  or  used  any  information  that  it  shouldn't  have.  CNN  Money 

Security  Gap  Causes  HTC  Phones  to  Expose  User  Data 

Some  PITC  Android  phones  may  be  giving  away  user  information  due  to  a  security  hole. 
Information  such  as  the  user's  location  and  their  text  messages  may  be  exposed.  The 
discovery  was  first  reported  by  the  Android  Police  website.  The  security  issue  affects  the 
PITC  Sense  user  interface,  which  is  used  by  phones  such  as  the  PITC  Thunderbolt  and  the 
EVO  4G. 

Affected  phones  have  an  application  package  called  PITCLoggers.apk,  which  logs  GPS, 
Wi-Fi  and  SMS  data,  and  memory  information,  among  other  things.  The  logger  then  pro¬ 
vides  access  to  this  data  to  applications  that  need  it  to  operate.  But  the  logging  program 
can  also  be  made  to  give  its  information  to  any  app  that  asks  for  it,  creating  a  security 
hole.  The  issue  cannot  be  fixed  in  the  Sense  user  interface  without  an  update  or  patch 
from  PITC.  But  users  can  delete  PITCLoggers.apk  if  they  root  their  phones. 
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THE  PROBLEM:  OUTDATED  FRAME  RELAY,  ATM  AND  PRIVATE  LINES 


Don’t  let  your  business  get  stuck  with  legacy  technologies.  Comcast  Metro  Ethernet  is  completely  scalable,  allowing  you 
to  quickly  and  easily  double  your  bandwidth  without  doubling  your  costs.  So  your  total  cost  of  ownership  is  low  and  your 
budget  goes  further.  And  the  private  network  is  operated  by  Comcast  from  the  first  mile  to  the  last,  giving  your  business 
reliability,  security,  and  lightning-fast  speed.  Comcast  Business  Class  Ethernet  is  the  choice  of  companies  that  realize 
outdated  technology  just  can’t  compare.  Get  it  today  for  your  business. 


877-558-7852  I  business.comcast.com/ethernet 

Restrictions  apply.  Not  available  in  all  areas.  Call  for  details.  Comcast  ©2011.  All  rights  reserved. 
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BUSINESS  CLASS 


Know  whats  hot. 


The  topic  of  analytics  is  on  fire  right  now.  With  SAS,®  you  can  discover  innovative  ways  to  increase  profits, 
reduce  risk,  predict  trends  and  turn  data  assets  into  competitive  advantage.  Decide  with  confidence. 


Scan  the  QR  code*  with  your  mobile  device  to  view  a  video  or 
visit  sas.com/know  for  a  free  Harvard  Business  Review  report. 


sas. 


*  Requires  reader  app  to  be  installed  on  your  mobile  device 


THE  POWER  TO  KNOW* 


SAS  and  all  other  SAS  institute  Inc.  product  or  service  names  are  registered  trademarks  or  trademarks  of  SAS  Institute  Inc.  in  the  USA  and  other  countries.  ®  indicates  USA  registration.  Other  brand  and  product  names  are  trademarks  of  their  respective  companies.  ©  2011  SAS  Institute  Inc.  All  rights  reserved. 

S8031 8US.1  on 


PHOTOS  BY  ISTOCKPHOTO;  PHOTO  COLLAGE  BY  TERRI  HAAS 


Turning  Over  a  New  Leaf 


Nissan  overhauls  customer  service  to  drive  sales 
of  its  plug-in  car  by  Stephanie  overby 

The  all-electric  Nissan  Leaf  had  the  potential  to  woo  eco-conscious  shoppers  away  from  the  Chevy 
Volt  when  it  was  launched  last  December.  But  from  a  customer  service  and  sales  perspective,  the 
Japanese  automaker  was  at  a  distinct  disadvantage.  Chevrolet  consistently  scored  four  stars  on  J.D. 
Power’s  five-star  customer  service  and  sales  experience  scales;  Nissan  earned  just  two. 

“We  knew  we  were  going  to  have  a  product  where  demand  was  going  to  outstrip  supply,”  says 
David  Mingle,  senior  director  of  Nissan  North  America’s  customer  management  office.  “That 
provided  us  with  opportunity  to  experiment  and  try  new  things.” 

In  the  past,  Nissan  customers  had  inconsistent  experiences  across  various  customer  touch 
points.  Not  all  of  their  information  traveled  with  them  from  one  encounter  to  the  next.  Each  brand 
and  customer-facing  division  had  its  own  processes  and  procured  its  own  IT  services.  “We  were 
not  maximizing  the  enterprise  value  of  customer  contacts,”  explains  Mingle.  A  potential  customer 
could  configure  a  car  and  submit  a  quote  request  online,  but  little  of  that  data  made  it  to  lead  ►  ► 
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. 55%  Among  people  who  exchange  over  50  text  messages  per  day,  those  who  say  they  dislike  talking  on 

the  phone.  Pew  Research  Center . 57%  Companies  that  plan  to  replace  their  intranet  in  the  next  year.  Prescient  Digital  Media 
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Email:  The  New  Snail  Mail 


Many  CIOs  expect  real-time  communications, 

such  as  instant  messaging,  SharePoint  and  Yammer, 

to  surpass  traditional  email  in  popularity  among  employees 

Popularity  of  real-time  messages  vs.  email  in  five  years 


Don't  know/no  answer 


SOURCE:  ROBERT  HALF  TECHNOLOGY  SURVEY  OF  1,400  CIOS 
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management.  A  call  about  paying  off  a  car 
loan— a  sign  someone  might  be  in  the  market 
for  a  new  car— never  made  it  to  sales. 

Scott  Strickland  joined  the  company  in 
July  of  2010  as  director  of  information  ser¬ 
vices  to  centralize  the  company’s  $70  million 
marketing  and  sales  technology  spend.  The 
first  order  of  business  was  to  create  a  new 
digital  marketing  platform,  using  the  Nissan 
Leaf  as  the  test  case.  In  three  months,  he  and 
Mingle  charted  a  road  map  for  a  360-degree 
view  of  the  customer,  including  a  hosted  CRM 
solution,  email-management  software,  social 
media  analytics,  master  customer  data  man¬ 
agement  and  cloud-based  infrastructure. 

On  top  of  it  all  was  the  new  website  for 
the  Leaf.  A  potential  customer  won’t  notice  much  difference 
from  other  model-specific  websites.  But  behind  the  scenes,  the 
site  collects  all  the  data  from 
customer  input  and  interac¬ 
tion,  and  the  digital  marketing 
platform  analyzes  it  and— most 
importantly— makes  sure  the 
information  stays  with  the  cus¬ 
tomer  throughout  his  interac¬ 
tion  with  the  company. 

“The  miracle  is  that  we’re  able 
to  justify  the  business  case  to 
generate  funding  in  our  current 
budget  cycle,”  Strickland  says.  That’s  a  testament  to  value  of 
customer  centricity,  says  Mingle.  “Companies  today  realize  that 
they  key  differentiator  is  going  to  be  customer  treatment.” 

By  mid-September,  Nissan  had  sold  nearly  6,000  Leafs 
in  the  United  States,  while  GM  moved  less  than  3,000  Volts. 
Although  it’s  far  too  early  to  declare  a  winner,  Strickland  says 
the  car’s  new  marketing  platform  is  already  delivering  lessons 
for  a  wider  rollout,  such  as  the  importance  of  a  flexible  design 
phase  to  “allow  the  team  time  to  test  drive  the  proposed  busi¬ 
ness  processes”  and  the  value  of  tight  deadlines  that  “remove 
the  luxury  of  exploring  every  alternative  or  ongoing  debate.” 

“We’re  trying  to  set  up  self-contained  experiments— placing 
a  bunch  of  smaller  bets  instead  of  a  couple  of  big  ones.  And 
the  Leaf  [digital  marketing  platform]  is  an  example  for  that,” 
says  Strickland. 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 


Investors 
Want  More 
From  Mobile 

i . 

More  than  a  dozen  mobile  startups  presented 
their  innovations  during  September's  DEMO 
Fall  2011  conference.  Two  groups  of  venture 
capitalists  and  former  entrepreneurs  judged 
the  presentations-at  times  harshly. 

"I  like  companies  that  tackle  big  problems," 
says  Bill  Maris,  managing  partner  at  Google 
Ventures.  Adds  Satish  Dharmaraj,  managing 
director  of  Redpoint  Ventures:  "The  ideas 
themselves  didn't  feel  like  they  were  going  to 
capture  that  entire  market." 

A  common  theme  among  venture  capital¬ 
ists  was  that  the  ideas  don't  go  far  enough 
in  their  vision.  For  instance.  Looping,  an  app 
using  patented  sound-based  technology  to 
let  customers  collect  points  and  redeem  them 
over  a  phone  at  the  point  of  sale,  is  aimed  at 
strengthening  customer  loyalty.  "Loyalty  is 
a  crowded  space,"  says  Trevor  Healy,  CEO  of 
Amobee,  adding  that  it  would  be  more  inter¬ 
esting  as  a  payment  verification  platform. 

Looping  founder  Dani  Alyamour  says  he 
sees  loyalty  programs  as  a  way  to  attract  small 
businesses.  With  mobile  payments,  he  says, 
"we  don't  want  to  get  lost  in  a  pilot  program." 

-Tom  Kaneshige 


"We're  trying 
to  set  up  self- 
contained 
experiments, 
and  the  Leaf  is 
an  example." 

-Scott  Strickland,  Director  of  IS 
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*  *  *  16%  IT  managers  in  North  America  and  Europe  who  support  all  kinds  of  personal  devices  that  employees  use  for 
work.  Forrester  Research  •  •  •  •  35%  Tablet  owners  who  own  a  desktop  computer  but  now  use  their  desktop  less  often.  Nielsen 
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HCL  AXON  Helps  Companies  Extract 

Greater  Business  Value  from  SAP 

Through  its  mature  SAP  application  support  model  and  a  value  centric  approach,  HCL  AXON,  the 
Enterprise  Application  Services  division  of  HCL  Technologies  becomes  a  strategic  business  partner 
to  its  customers,  one  that  delivers  transformational  business  value. 


n  challenging  times  such  as  these, 
with  unprecedented  technology 
shifts  happening  while  a  global 
recession  refuses  to  loosen  its  grip, 
getting  a  return  on  investments 
in  SAP  systems  becomes  all  the 
more  important.  Today,  using  SAP 
effectively  means  being  able  to  meet 
the  dynamic  business  demands,  deal 
with  global  technology  trends,  including 
cloud  computing,  enterprise  mobility  on 
a  global  scale  and  the  consumerization  of 
IT.  It  also  means  understanding,  dealing 
with,  and  benefittingfrom  changes 
within  SAP  itself,  as  it  embarks  on  a 
technological  journey. 

CIOs  are  looking  for  SAP  application 
maintenance  and  support  (AMS)  partners 
that  truly  understand  their  business  goals 
and  deliver  on  them  through  customer 
centric  technology  solutions.  They  are 
not  only  expecting  the  IT  partner  to 
reduce  the  operational  cost  of  managing 
SAP,  but  deliver  greater  business  value  -  a 
partner  that  has  achieved  the  top  tier  on 
the  IT  partner  hierarchy  (see  Figure  i). 

As  a  partner,  HCL  AXON  is  committed 


to  creating  business  value  across  the 
SAP  application  management  lifecycle. 
The  company  has  a  unique  approach 
to  working  with  customers,  one  that 
assures  continual  delivery  of  measurable 
business  value  that  typically  far  exceeds 
the  fees  customers  pay.  In  the  process, 
HCL  AXON  ensures  that  the  business 
appreciates  the  value  of  IT,  and  the  value 
of  the  CIO,  who  comes  to  be  seen  as  a 
true  business  partner. 

"With  the  changing  market  dynamics, 
the  role  of  an  IT  partner  is  continuously 
evolving  and  becoming  more  strategic. 

In  SAP  application  management 
engagements,  customers  are  expecting 
IT  partners  to  look  beyond  cost  savings 
and  focus  on  delivering  higher  business 
value  and  agility,”  says  Animesh  Parihar, 
Executive  Vice  President  and  Head  of  SAP 
Global  Delivery  at  HCL  AXON.  "Through 
our  transparent,  value-centric  approach 
to  SAP  application  management, 
optimizing  SAP  landscapes  and  bringing 
business-IT  alignment,  HCLAXON  helps 
customers  maximize  business  value  from 
their  SAP  investments." 


Value  Creation  by  Empowering 
Employees 

HCL  AXON  accomplishes  this  through  a 
few  unique  differentiators,  beginning 
with  its  "Employees  First,  Customers 
Second”  belief  that  inverts  the  traditional 
management/employee  hierarchy.  HCL 
AXON  puts  employees  at  the  forefront 
and  managers’  role  is  to  support  and  help 
them  deliver  more  services  to  customers, 
so  that  they  can  generate  delight  for  the 
customer  at  every  step  of  the  way. 

HCL  AXON  recognizes  the  fact  that 
maximum  value  is  created  at  the 
employee-customer  interface  what 
HCL  AXON  calls  the  "value  zone”. 
Employees  —  the  people  who  work  on 
customer  engagements  every  day  —  are 
hence  empowered  to  make  decisions 
and  make  changes  that  will  add  value 
to  the  engagement. 

HCL  AXON’s  Value  Portal 

HCLAXON  has  institutionalized  the  use  of 
a  value  creation  mechanism  built  around 
a  “Value  Portal”  within  all  engagements. 
All  the  employees  working  on  a  customer 
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engagement  offer  ideas  that  can  bring 
significant  value  to  the  customer’s 
business  in  five  areas: 

♦  Cost  optimization 

♦  Cycle  time  reduction 

♦  Process  improvement 

♦  Tool  deployment 

♦  Technology  improvement 

Customers  frequently  find  that,  over 
time,  the  cumulative  value  HCL  AXON 
delivers  far  exceeds  the  fees  they  pay  HCL 
AXON.  Moreover,  this  value  is  delivered 
not  through  expensive  consulting 
assignments,  but  through  cumulative 
knowledge  and  expertise  of  the  entire 
team  working  on  a  customer  assignment. 

For  a  large  CPG  company,  HCL  AXON  has 
been  adding  significant  value  in  the  areas 
of  technology  improvements,  business 
processes  and  SLA  management.  The 
value  creation  process  uses  HCL  AXON’s 
’Value  Portal'  for  generating  incremental 
value  generation  ideas,  which  are  then 
filtered  and  presented  to  customer 
governance  councils  for  approval  and 
implementation. 

Value  Partner  Delivering 
Transformational  Value 

IT  partner  companies  fulfill  varying  roles 
that  provide  increasing  levels  of  value  to 
the  organization,  as  shown  in  Figure  i. 

From  being  reactive  to  proactive,  as 
they  move  up  the  IT  partner  value  chain, 
service  providers  start  to  get  more 
entwined  with  the  business  and  deliver 
more  value.  E.g.  a  business  support 
partner  would  bring  in  employees  who 
have  expertise  in  your  specific  vertical 
industry  and  are  familiar  with  the  sorts  of 


applications  you  run.  The  top  level  on  the 
other  hand  is  a  value  partner:  one  who 
can  demonstrate  that  the  changes  they 
make  deliver  quantifiable  business  value 
and  drive  higher  growth. 

With  its  business-IT  aligned  approach  to 
SAP,  creating  a  value  zone  for  employees 
to  directly  add  value  to  the  customers, 
a  mature  SAP  AMS  model  and  an 
innovation  focus,  HCL  AXON  is  able  to 
deliver  quantifiable  and  transformational 
change.  In  addition,  HCL  AXON’s  ability 
to  deliver  a  roadmap  for  continuous 
business  improvements  across  an  AMS 
engagement  enables  it  to  fall  into  that 
top  tier  as  a  true  value  partner. 

Transparency 

Many  companies  that  have  outsourced 
IT  face  the  challenge  with  transparency 
of  deliverables  and  the  overall  approach 
seems  to  be  a  black  box  with  limited 
visibility. 

HCL  AXON  believes  in  transparency  with 
its  customer  relationships.  For  example, 
in  a  SAP  AMS  engagement  if  your  needs 
change  and  we  find  we  have  too  many 
consultants  dedicated  to  one  application 
at  the  expense  of  another,  we’ll  shift 
resources  accordingly.  The  same  applies 
for  shifting  geographic  requirements. 

Scalability  and  Experience 

With  a  global  reach  that  covers  15  global 
delivery  centers  in  31  countries  and  a 
mature  global  delivery  model,  HCL  AXON 
can  scale  geographically  as  customer 
needs  dictate. 

HCL  AXON  offers  a  mature  SAP  AMS 
model  where  across  the  lifecycle  - 


right  from  transition  to  steady  state 
— we  deliver  continuous  business 
improvements,  by  leveraging 
innovative  tools  and  methodologies. 

Our  AMS  approach  includes  flexible 
engagement  and  pricing  models 
and  service  levels  (SLAs)  aligned  to 
customers’  business  needs. 

With  5500+  SAP  employees,  HCL  AXON 
is  recognized  as  a  market  leader  by 
leading  industry  analysts.  We  offer 
end-to-end  SAP  capabilities  and  a  deep 
understanding  across  industry 
verticals.  HCL  AXON  is  a  SAP  Global 
Services  Partner,  with  some  of  the 
most  experienced  SAP  resources  in 
the  industry. 

in  today’s  challenging  economic  times 
when  business  and  technology  scenarios 
are  rapidly  changing,  HCL  AXON  as  a 
strategic  partner  can  help  CIOs  be  ahead 
of  the  curve  and  maximize  business 
value  from  their  SAP  AMS  engagements. 
Such  a  partner  can  help  CIOs  meet  the 
top  two  goals  for  the  coming  year,  as 
reported  in  the  2011  CIO  Magazine  State 
of  the  CIO  Survey:  aligning  IT  initiatives 
with  business  goals  and  improving  IT 
operations/systems  performance. 


Learn  more  about  how  HCL  AXON 
can  help  your  organization  maximize 
business  value  from  your  SAP 
investments.  Visit:  www.hcl-axon.com 
or  write  to  sapgdc@hcl.com 
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WOODFOREST  NATIONAL  BANK 


Richard  Ferrara,  CTO  at 

Woodforest  National  Bank 


Disaster  Recovery  Goes  Virtual 

BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Implement  a  hypervisor-based  rep¬ 
lication  system  to  provide  more  streamlined  business 
continuity  and  disaster  recovery  for  Woodforest  National 
Bank's  virtualized  data  center. 

THE  BUSINESS  CASE  ::  Ever  since  Hurricane  Ike  blew 
through  town  three  years  ago,  business  continuity  and 
disaster  recovery  have  become  more  than  an  academic 
exercise  for  Woodforest  National  Bank,  located  just  north 
of  Houston.  Now  each  June,  all  production  applications 
are  preemptively  failed  over  to  a  secondary  data  center  in 
Austin  to  prevent  storm-related  outages,  then  returned  to 
the  primary  site  by  late  October.  But  the  company’s  tradi¬ 
tional,  array-based  replication  process,  designed  to  work  in 
a  physical  server  environment  by  backing  up  applications 
at  the  storage  layer,  was  clunky  when  dealing  with  bank’s 
95-percent-virtualized  primary  data  center.  The  cost  sav¬ 
ings  and  efficiency  that  server  virtualization  provided  to 
the  bank,  which  manages  750  branches  and  $3.3  billion 
in  assets,  were  being  eroded  by  the  annual  migration.  So 
Woodforest  CTO  Richard  Ferrara  signed  on  as  one  of  the 
first  customers  of  a  hypervisor-based  backup  and  recovery 
option  providing  replication  further  up  in  the  stack. 

FIRST  STEPS  ::  Zerto,  maker  of  the  new  hypervisor-based 
replication  product,  approached  Ferrara  last  year.  “They 
knew  I  would  be  willing  to  give  it  a  shot  because  I  like  to 
be  on  the  edge  of  things,”  he  says.  Ferrara  and  his  team 
toyed  with  the  pre-alpha  release  in  late  2010  and  imple¬ 
mented  the  first  official  release  in  the  bank’s  infrastructure 
lab  earlier  this  year. 

With  its  previous  SAN-based  replication,  recovery 
activities  were  complex  and  manual.  In  the  bank’s  data 


center,  multiple  virtual  machines  might  reside  on  a  single 
array  volume;  array-based  backup  required  Ferrara  to 
replicate  the  entire  volume  even  if  only  one  of  the  virtual 
machines  needed  backup,  resulting  in  underused  storage 
and  sprawl— the  very  problems  virtualization  was  sup¬ 
posed  to  solve.  In  addition,  his  network  managers  had  to 
reconfigure  the  storage  drives  pre-replication.  “Zerto  does 
it  at  the  virtual  server  layer,”  says  Ferrara.  “It  enables  us  to 
be  more  efficient  with  storage,  replicating  only  the  virtual 
machines  we  wish  to  failover.” 

Virtual  backup  and  recovery  is  faster,  Ferrara  says. 
When  Ferrara  used  Zerto  to  move  everything  back  to  home 
base  in  October,  the  migration  took  less  than  two  hours, 
compared  to  eight  hours  the  old  way.  And  the  15-  to  30-min¬ 
ute  downtimes  the  bank  had  come  to  expect  as  applications 
moved  back  and  forth  were  virtually  eliminated. 

Ferrara  sold  the  system  to  bank  executives  on  signifi¬ 
cant  cost  savings.  Array-based  backup  licenses  were  priced 
based  on  the  number  of  virtual  machines  Woodforest  repli¬ 
cated.  With  Zerto,  Ferrara  pays  for  total  terabytes  of  backup, 
resulting  in  a  30  percent  savings. 

what  TO  watch  OUT  FOR  ::  As  an  inaugural  customer, 
Ferrara  had  to  help  Zerto  work  through  some  kinks,  lead¬ 
ing  to  the  creation  of  more  user-friendly  screens  and  a 
more  efficient  journaling  processes.  But  all  in  all,  "we 
haven't  seen  any  downside"  to  early  adoption  he  says. 

However,  virtual  disaster  recovery  and  business  con¬ 
tinuity  is  not  for  everyone.  "If  you  are  a  looking  for  physi¬ 
cal  protection  for  your  physical  hosts,  Zerto's  technology 
may  not  be  the  right  solution  for  you,"  says  Ferrara. 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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The  new  network  means  business:  Game-changing  technologies  that  lower  latency,  require 
far  fewer  devices  and  decrease  power  consumption  by  more  than  half.  It’s  why  Codonis  chose 
QFabric™  to  help  transform  their  data  centers,  and  why  companies  everywhere  are  thinking  about 

thefutureinawholenewway.Learnmoreatjuniper.net/thenewnetwork 


“Moving  to  QFabric  is  moving 
toward  the  future." 

JIM  HARDING,  CEO  CODONIS,  CTO  SABEY 
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Build  a  Better  Brand 

Great  brands  grow  from  robust  business  models,  innovation 
and  IT-enabled  competitive  advantage  by  jack  bergstrand 
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When  Tom  Peck,  CIO  at  Levi  Strauss, 
spoke  at  this  year’s  CIO  100  Sympo¬ 
sium,  there  was  something  distinc¬ 
tive  about  his  presentation:  It  was 
light  on  IT  and  heavy  on  marketing.  It 
sounded  like  a  commercial— which  was  a  good  thing. 

During  the  presentation,  I  tried  to  muffle 
my  “Hallelujah!”  so  no  one  would  call  secu¬ 
rity.  Tom  Peck  and  Levi  Strauss  get  it!  They 
understand  that  innovation  efforts  and  IT 
executives  need  to  focus  first  and  foremost 
on  brands. 

Why?  In  today’s  rapidly  changing  global 
marketplace,  brand  preference  is  critical  to 
success.  Brand  preference— being  preferred 
by  a  buyer  over  all  other  alternatives— is 
the  true  source  of  sustainable  brand  value. 

Some  brands,  like  Coca-Cola,  have  achieved 
this  for  more  than  a  century,  but  brand  value  isn’t  an  enti¬ 
tlement.  It  has  to  be  continually  earned  through  sustain¬ 
able  competitive  advantage. 

The  competitive  advantage  may  be  the  relative  quality 
of  products  and  services  (as  defined  by  the  buyer),  superior 
distribution  capability,  or  ease  of  doing  business.  The  CIO 
should  play  a  key  role  in  ensuring  that  the  company  con¬ 
stantly  improves  its  competitive  advantages. 

But  be  forewarned  that  there  are  four  common  myths 
about  brands: 

Myth  1:  Brands  are  durable  assets.  Brands  come 
and  go.  They  die— either  natural  deaths  or  by  acquisition— 
when  the  companies  that  own  them  fail  to  compete  in  the 
marketplace.  Brand  equity  is  the  result— not  the  source— 
of  competitive  advantage,  and  we  all  know  that  competi¬ 
tive  advantage  can  be  fleeting.  Sustained  success  requires 
three  things:  a  strong  business  model;  the  ability  to  run 
and  change  the  company  at  the  same  time;  and  accelerated 
projects  that  help  create  the  future. 

Myth  2:  Strong  brands  can  command  premium 
prices.  No,  it’s  the  competitive  advantage  that  commands 


premium  prices.  Apple  can  do  it  because  its  products  are 
currently  superior,  but  if  the  time  comes  when  that’s  no  lon¬ 
ger  true,  the  company’s  margins  and  growth  will  decline. 

Myth  3:  Brand  loyalty  is  real.  Actually,  brand  loyalty 
is  an  illusion.  Brand  preference  is  the  proper  goal  because 
it’s  the  only  way  for  brands  to  have  a  sustainable  advan¬ 
tage.  Competitive  advantage  is  the  source 
of  this  brand  preference,  and  IT  is  key  to 
attaining  it. 

Myth  4:  Marketing  is  responsible 
for  building  great  brands.  While  mar¬ 
keting  is  critical,  a  successful  brand  is 
built  on,  and  sustained  by,  a  strong  busi¬ 
ness  model.  IT  needs  to  be  inextricably 
integrated  into  strong  business  models. 

How  IT  Can  Drive  Brand  Value 

Innovation  and  IT  are  at  the  heart  of 
improving  brands  because  they’re  critical  to  achieving 
sustainable  competitive  advantage.  Technologies  such  as 
business  intelligence,  the  cloud,  social  media  and  mobile 
tools  and  devices  can  be  integrated  with  marketing,  mer¬ 
chandising,  sales,  distribution  and  manufacturing  to 
improve  brand  preference. 

A  successful  brand  requires  a  business  model  that’s 
crystal  clear  to  consumers,  an  operating  infrastructure  that 
customers  can  trust,  and  meaningful  human  relationships 
that  customers  feel  excited  about. 

Finally,  your  brand  needs  velocity.  Systematically 
increasing  competitive  advantage  through  innovation  and 
the  strategic  use  of  IT  are  critical  to  achieving  this  velocity. 
And  the  next  time  you  have  a  conversation  about  IT  in  your 
organization,  learn  from  Tom  Peck  at  Levi  Strauss:  Talk 
about  how  IT  is  improving  your  brand. 


Jack  Bergstrand  is  founder  and  CEO  of  Brand  Velocity,  a  consul¬ 
tancy  that  helps  companies  accelerate  business  initiatives.  He  is 
a  former  CIO  and  CFO  at  Coca-Cola  and  author  of  Reinvent  Your 
Enterprise.  Contact  him  at  jb@brandvelocity.com, 
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play  a  key  role 
in  ensuring  that 
the  company 
constantly 
improves  its 
competitive 
advantages. 
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PRODUCTIVITY. 

AN  OVER-USED  WORD  RESTORED 
TO  ITS  ORIGINAL  BEAUTY. 

THANKS  TO  OUR  WORKFORCE  MANAGEMENT  SUITE. 


PRODUCTIVITY 


WEAK  TOTALLY  JACKED 


VISIT  KRONOS.COM/STORIES1  TO  LEARN  HOW  COMPANIES  OF  ALL  TYPES  AND  SIZES  USE  KRONOS  TO  MAXIMIZE  THEIR  WORKFORCE 

As  over-hyped  promises  go,  “productivity”  is  near  the  top  of  the  heap.  Instead  of  hype,  we  offer  a  fully  integrated  suite  that  makes  it  easy  to 
do  things  like  track  employee  time  and  set  schedules.  Streamline  HR  and  payroll  processes.  Hire  better  people.  And  make  better  decisions. 
All  the  tools  you  need  for  totally  jacked  productivity,  from  the  company  that  is  proving  workforce  management  doesn’t  have  to  be  so  hard. 
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TIME  &  ATTENDANCE  SCHEDULING  ABSENCE  MANAGEMENT  HR  &  PAYROLL  HIRING  LABOR  ANALYTICS 


#  KRONOS 


©201 1  Kronos  Incorporated.  Kronos  and  the  Kronos  logo  are  registered  trademarks  of  Kronos  Incorporated  or  a  related  company.  All  rights  reserved. 
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Analytics  Turn  Green 

Investing  in  better  analytics  can  help  you  turn  environmental 
compliance  costs  into  sustainability  benefits  by  elana  varon 


Saab  Group,  a  defense  and  aerospace  company 
with  a  global  supply  chain  and  customers  in 
100  countries,  must  comply  with  a  growing 
set  of  local  environmental  regulations  and  with 
customer  requirements  that  it  run  a  greener 
business.  Plus,  the  $3.7  billion  company  has  its  own  goals: 
cut  its  greenhouse  gas  emissions  by  2  percent  a  year,  save 
energy  and  water,  increase  recycling  and  reduce  its  use  of 
hazardous  chemicals. 

The  problem  is  that  it’s  managing  these  sustainability 
initiatives  mostly  with  spreadsheets  and 
paper.  The  information  is  culled  manually 
from  multiple  systems,  says  Kenth  Algots- 
son,  Saab’s  environmental  director. 

Many  companies  are  in  similar  straits, 
says  Adrian  Bowles,  an  analyst  with  Constel¬ 
lation  Research.  “A  lot  of  data  that’s  out  there 
today  is  manually  entered  and  being  kept 
on  dozens  or  hundreds  of  spreadsheets,”  he 
observes.  There  are  many  niche  products 
for  managing  compliance  data— which  is 
where  many  organizations  start— but  they 
don’t  necessarily  support  enterprise-level 
analysis  of  environmental  performance.  Eventually,  says 
Bowles,  such  capabilities  will  be  embedded  in  enterprise 
software,  but  “we’re  talking  several  years  out.” 

Saab  wants  to  map  its  use  of  hazardous  materials  and 
energy  across  business  units,  product  lines  and  suppliers. 
The  company  has  deployed  software  tools  for  managing 
chemicals,  but  not  for  climate-related  data  or  hazardous 
materials.  “If  we  were  a  bicycle  manufacturer,  we  could  put 
those  maps  together  by  hand,”  Algotsson  says.  “But  when 
we  are  manufacturing  aircraft  and  defense  materials,  we 
have  to  have  some  kind  of  IT  tool  to  handle  it.” 

The  company’s  solution  to  the  problem  is  a  module 
from  its  ERP  vendor,  IFS,  called  Eco-footprint  Manage¬ 
ment.  Saab  plans  to  roll  out  Eco-footprint  companywide  by 
2014,  integrating  most  of  its  data  about  parts  and  materi¬ 
als,  as  well  as  information  about  energy  consumption  and 


carbon  emissions,  with  its  ERP  data. 

Because  every  Saab  division  manages  financial  and  sup¬ 
ply-chain  data  through  the  ERP  system,  company  execu¬ 
tives  believe  it  makes  sense  to  use  that  as  a  hub.  Bowles  says 
such  thinking  is  one  reason  that  SAP  is  already  a  leading 
player  among  energy-  and  carbon-management  application 
vendors,  and  it’s  why  Epicor  is  also  moving  into  this  mar¬ 
ket.  Others  in  this  software  niche  include  analytics  vendors 
SAS  Institute  and  Actuate. 

The  fact  that  enterprise  software  vendors  want  a  piece 
of  the  energy-  and  carbon-management 
market  suggests  that  sustainability 
will  become  integral  to  how  companies 
are  managed.  Bowles  has  developed  an 
Energy  and  Carbon  Maturity  Model  in 
which  a  company  starts  with  basic  data 
capture,  then  moves  up  to  regulatory  com¬ 
pliance  activity  in  the  middle  levels  before 
reaching  Nirvana  at  the  top:  systems  and 
analytics  for  optimizing  energy  resources 
and  even  profiting  from  sustainability. 

Unfortunately,  many  companies  focus 
solely  on  regulatory  compliance.  But  if 
you  consider  environmental  data  only  from  a  regulatory 
perspective,  business  leaders  will  focus  mainly  on  costs:  the 
costs  of  monitoring  and  mitigating  emissions  and  the  costs 
of  collecting  the  information  needed  to  file  reports. 

Instead,  savvy  companies  will  use  what  Deloitte  Con¬ 
sulting  calls  “sustainability  analytics”  to  determine  which 
initiatives  are  generating  real  environmental  and  financial 
benefits,  so  they  can  pour  more  effort  into  the  most  suc¬ 
cessful  initiatives. 

As  companies  push  more  broadly  into  the  world  of 
advanced  analytics,  CIOs  have  a  chance  to  help  their  com¬ 
panies  make  the  most  of  environmental  data.  So  when 
you’re  shopping  for  analytics  tools,  don’t  forget  to  put  sus¬ 
tainability  on  your  checklist. 


Elana  Varan  is  a  freelance  writer  and  editor  based  in  Massachusetts. 


Savvy 
companies 
will  use 
sustainability 
analytics  to 
determine 
which  initiatives 
are  generating 
real  benefits. 
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VERIZON  TECHNOLOGY 


ENERGY 


MEANS  A  GREENER  FUTURE  FOR  CHARLOTTE 


The  city  of  Charlotte,  NC,  is  looking  to  become  one  of  the  most  measurably  sustainable  communities  in 
the  nation.  But  it  needs  a  little  help  to  get  there.  So  Verizon  is  working  with  partners  to  build  a  network— a 
network  of  people,  technology  and  ideas.  With  these  partners,  Verizon  is  helping  increase  awareness  of  energy 
consumption  among  Charlotte  office  workers.  And  inspire  more  efficient  energy  usage  while  saving  businesses 
and  citizens  money.  As  a  result,  Charlotte  hopes  to  make  its  town  greener.  It's  how  the  city  is  joining  what's  good 
for  business  with  what’s  good  for  people.  Want  to  do  the  same  for  your  community? 


Learn  more  at  verizon.com/plus 


©  201 1  Verizon  Wireless. 
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Groupon  Struggles  in  China 

The  deal-of-the-day  site  pares  down  its  workforce  in  the  face  of 
challenges  from  thousands  of  local  competitors  by  michael  kan 


SOCIAL  COMMERCE  US.  Internet 
companies  have  long  struggled  to  suc¬ 
ceed  in  China.  Now  it’s  Groupon’s  turn. 

Groupon’s  China  venture, 
GaoPeng,  has  laid  off  as  many  as  400 
workers,  according  to  Chinese  media 
reports  this  summer. 

Neither  GaoPeng  nor  Groupon 
would  comment,  despite  repeated 
attempts  to  contact  the  companies. 
Analysts  say  Groupon  rushed  into 
China  and  relied  too  much  on  non- 
Chinese  expertise.  “It  would  be  nice 
to  see  a  foreign  company  succeed  in 
China,”  says  Bill  Bishop,  an  indepen¬ 
dent  analyst  in  Beijing.  “But  Groupon 
is  clearly  a  pretty  big  mess.” 

Groupon,  which  offers  consum¬ 
ers  daily  deals  in  their  area,  leads  the 
group-buying  market  in  the  United 
States.  In  China,  the  company  offered 
the  first  deals  on  its  GaoPeng  site 
in  March.  The  company  quickly 


expanded  from  Beijing  and  Shanghai 
to  dozens  of  other  Chinese  cities.  But 
GaoPeng  is  up  against  intense  com¬ 
petition  from  more  than  4,000  local 
group-buying  sites,  analysts  say. 

GaoPeng  failed  to  make  the  top  10 
group-buying  sites  by  sales,  accord¬ 
ing  to  Tuan800,  which  tracks  the 
market  and  offers  a  deals  aggregation 
portal  for  group  buying.  The  layoffs 
show  GaoPeng  has  to  shrink  because 
its  revenues  haven’t  kept  up  with  its 
costs,  says  Hu  Chen,  co-founder  of 
Tuan800.  GaoPeng  will  likely  face 
more  challenges  as  investors  pour 
money  into  rival  sites,  he  adds. 

“It’s  not  over  yet  for  GaoPeng,” 
observes  Duncan  Clark,  chairman 
of  Beijing-based  technology  consul¬ 
tancy  BDA.  But  the  company’s  previ¬ 
ous  efforts  have  failed  to  build  an 
enterprise  that  understands  the  local 
market,  he  says. 


Groupon  partnered  with  Chinese 
Internet  firm  Tencent  to  launch 
GaoPeng.  Tencent  runs  social  net¬ 
working  sites  in  China,  including 
QQ,  the  nation’s  most  widely  used 
instant  messaging  service.  But  even 
with  Tencent  as  a  partner,  GaoPeng 
relied  on  non-Chinese  managers  to 
lead  its  business,  Clark  says. 

The  layoffs  at  GaoPeng  could 
bring  unwanted  scrutiny  to  Grou¬ 
pon’s  business  structure  as  the  com¬ 
pany  pursues  its  IPO  in  the  United 
States,  Clark  says. 

In  August,  Groupon  revised  its 
filing  with  the  U.S.  Securities  and 
Exchange  Commission  after  critics 
questioned  the  accounting  metrics 
the  company  used  to  explain  its 
finances. 

Michael  Kan  is  Beijing  correspondent  with 
IDG  Newsservice. 


Facebook  Likes  Are  Under  Fire 


PRIVACY  A  German  government  agency  has 
accused  Facebook  of  violating  privacy  laws  by  send¬ 
ing  data  collected  through  its  Like  button  back  to  the 
United  States.  The  Independent  Centre  for  Privacy 
Protection  in  the  state  of  Schleswig-Holstein  asked 
website  owners  in  the  state  to  remove  links  to  Face- 
book  by  the  end  of  September  or  possibly  face  a  fine. 

Facebook  says  it  is  not  violating  European  Union 
data-protection  standards,  but  that  it  would  review 
the  agency's  information. 

When  websites  display  the  Like  button,  Facebook 
collects  data  including  the  likers'  IP  addresses,  and, 
if  a  user  is  logged  in  to  Facebook,  his  Facebook  ID. 
Facebook  gives  data  to  the  website  using  the  button, 
including  the  number  of  likes  it  garnered  and  demo¬ 
graphic  information  about  users.  - Jeremy  Kirk 
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Use  the  Internet  to  Create  Jobs 


BROADBAND  Members  of  Jobs4America-an  association 
that  includes  many  call  center  providers-say  that  the  grow¬ 
ing  ubiquity  of  high-speed  broadband  will  enable  them  to 
hire  more  people  in  the  United  States,  some  working  at  call 
centers  and  some  working  at  home. 

"Broadband  is  to  contact  centers  what  electricity  was 
to  the  communication  sector,  or  what  television  was  to  the 
news  and  entertainment  industries-a  breakthrough  tech¬ 
nology  that  can  reshape  entire  sectors  of  the  economy,"  says 
jim  Kohlenberger,  executive  director  of  Jobs4America. 

At  a  kickoff  event  in  Indiana,  where  Jobs4America 
announced  more  than  13,000  positions,  members  chal¬ 
lenged  other  companies  to  create  jobs  in  the  United  States. 
Companies  create  about  4,000  call  center  jobs  in  the  United 
States  each  month,  the  FCC  says.  jobs4America  wants  to  cre¬ 
ate  100,000 jobs  in  two  years.  -Grant  Gross 
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in  these  days  of  constant  and  increasing  cost  pressure,  it's  a 
■  challenge  for  IT  managers  to  look  at  their  data-center  budget 
through  anything  but  a  monetary  lens.  But  broadening  your 
view  of  the  data  center,  thinking  of  it  as  a  strategic  platform  for 
innovation  and  an  engine  for  business  growth,  can  open  up  new 
opportunities  and  generate  new  revenue  for  your  company. 


A  recent  survey  by  CIO  and  IDG  Research  reveals  that 
forward-thinking  CIOs  are  starting  to  change  the  con¬ 
versation  around  data-center  investment.  The  research 
surveyed  200  senior  IT  managers  at  U.S.  and  European 
enterprise  companies  in  early  summer  201 1  to  gauge 
organizational  attitudes  about  data-center  strategy,  to 
understand  what  drives  decision  making,  and  to  glean 
insights  about  how  disruptive  technologies  are  affecting 
data  centers  now  and  in  the  future. 


CIOs  in  Transition 

54%  view  the  data  center  strategically 

070/  view  it  as  a  tactical  asset  that  supports  the 
0  business  at  the  lowest  cost  possible. 

20%  view  the  data  center  as  transformational 


The  results  show  that  CIOs  are  in  transition  in  their  view 
of  the  data  center.  A  majority  (54  percent)  says  their 
organization  views  the  data  center  strategically,  while 
27  percent  still  view  it  as  a  tactical  asset  that  supports 
the  business  at  the  lowest  cost  possible.  However,  only 
20  percent  say  their  company  views  the  data  center  as 
transformational.  And  when  it  comes  to  investment,  the 
traditional,  bottom-line  view  still  holds  sway.  A  majority 
still  thinks  investing  to  cut  costs  holds  more  promise  for 
improving  the  business  (62  percent)  than  investing  in 
solutions  to  drive  revenue  growth  (39  percent). 

However,  there  are  signs  that  innovation  is  sharing  the 
conversation  at  a  growing  number  of  organizations.  As 
innovative  and  cost-efficient  technologies  like  virtualiza¬ 
tion  and  the  cloud  are  more  broadly  adopted  over  the 
next  18  months,  companies  see  an  opportunity  to  rethink 
their  platforms  and  how  they  can  be  leveraged  to  serve 
the  business. 

Virtualization  is  seen  as  the  technology  that  is  having  the 
most  impact.  Some  85  percent  of  respondents  report  that 
virtualization  will  have  a  moderate  or  significant  impact 
on  their  data-center  strategy  and  decision-making.  On 
average,  46  percent  of  production  servers  were  virtual¬ 
ized  at  respondents'  organizations,  and  they  expect  that 
to  rise  to  62  percent  within  the  next  1 8  months.  An  aver¬ 
age  of  42  percent  of  business-critical  applications  were 


virtualized,  rising  to  56  percent  in  18  months. 

Respondents  also  reported  fast  migration  to  cloud  com¬ 
puting.  Today,  the  vast  majority  of  applications  (71  percent) 
are  housed  in  traditional  data  centers,  and  only  29  percent 
are  hosted  in  the  cloud.  But  over  the  next  18  months 
respondents  expect  cloud  application  hosting  to  increase 
substantially,  to  43  percent,  while  traditional  data-center 
hosting  drops  to  56  percent. 

As  these  technologies  continue  to  gain  traction,  CIOs 
should  think  strategically,  even  transformationally.  The 
operating  model  of  IT  is  changing  from  capital  investment 
to  service  delivery,  which  provides  new  opportunities  for  IT 
to  align  with  business  to  achieve  strategic  goals.  The  data 
center  could  take  center  stage  in  creating  innovative  new 
services,  products  and  revenue  streams.  When  IT  and  busi¬ 
ness  leaders  start  thinking  in  these  terms,  the  data  center 
will  be  able  to  fulfill  its  transformational  promise. 


For  a  free  download  of  the  full  white  paper,  go  to 

www.cisco.com/go/dcjnnovation. 


•  1 1 1  •  1 1 1  • 

CISCO. 


CIO 


Custom  Solutions  Group 


leadership  and 
operational  excellence 


Curb  Your  Enthusiasm 

Why  legal  concerns  put  a  hold  on  Baxter's  bring-your- 
own-technology  program  by  kim  s.  nash 

Saving  money  while  boosting  employee  morale  was  the  impetus  behind  allowing  employees 
of  Baxter  International  to  bring  their  own  phones  and  tablets  to  the  office  and  plug  them  into  the 
corporate  network.  But  before  a  wide-scale  bring-your-own-technology  (BYOT)  program  could  be 
adopted,  legal  raised  some  concerns. 

Baxter  CIO  Paul  Martin  says  in-house  attorneys  specifically  wanted  to  know  whether,  in  the  event 
of  e-discovery,  the  $13  billion  healthcare  company  could  still  access  information  held  on  a  privately 
owned  device.  And  if  information  did  need  to  be  obtained,  could  IT  access  it  in  a  way  that  protected  the 
company  from  liability.  At  the  time,  there  was  no  formal  policy  covering  such  events. 

“The  discussion  we  have  had  is  how  to  do  e-discovery  with  other  people’s  devices.  If  it’s  a  ►  ► 
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Baxter's  CIO  Paul  Martin  expects 
the  company's  lawyers  will  soon 
finish  writing  a  BYOT  policy  that 
will  address  e-discovery  concerns. 


THE  WISE  MAN 

SOLVES  1,000 

PROBLEMS  WITH  A 

SINGLE 

SOLUTION." 
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Switch  to  single-platform  Simpana* 
and  information  management. 

Year  after  year,  some  companies  stick  with  legacy  data 
protection  software  not  designed  to  handle  today's  IT 
realities.  The  result?  Business  at  risk,  frustrated  users, 
out-of-control  costs,  and  compromised  business  agility. 

In  a  word,  insanity. 

With  its  revolutionary  single-platform  architecture, 
Simpana  software  enables  you  to  solve  these  problems 
right  now  and  far  into  the  future.  It  will  lower  operational, 
labor,  and  infrastructure  costs,  streamline  integration 
of  new  technologies  like  virtualization  and  cloud 


software  for  truly  modern  data 

computing,  and  smooth  adaptation  to  challenges  like 
data  center  consolidation  and  eDiscovery  requirements. 

The  result?  Up  to  50%  reduction  in  storage-related 
costs,  and  a  far  simpler,  saner  way  to  manage,  access, 
and  recover  business  information.  In  a  word,  oneness. 

To  learn  how  you  can  do  far  more  with  less  and  add  real 
value  to  your  end  users  and  your  business  with  Simpana 
software,  visit  AchieveOneness.com  or  call  888-311-0365. 
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Systems,  Inc.  All  specifications  are  subject  to  change  without  notice. 


THE  CONSUMERIZATION  OF  IT  IS  SPREADING  at  a  rapid  pace  as  employees  demand  the 
benefits  of  new  technologies  that  enable  flexible  work-styles.  New  devices  and  the  ability  to  leverage 
technologies  like  virtualization  and  the  cloud  make  it  possible  to  work  anywhere  and  have  a  rich, 
personalized  experience  online  and  offline.  But  many  enterprises  still  need  to  migrate  to  modern 
PCs  to  take  advantage  of  this  new  environment. 


End-users  increasingly  have  a  say  in  what  technology 
they  use  for  work.  Further  accelerating  this  shift  is  a  new 
generation  of  workers,  fluent  in  digital  technology  and 
social  networking,  who  expect  to  use  these  tools  on  the  job. 
IT  is  under  the  gun  to  make  it  happen  by  moving  quickly  to 
integrate  new  tools  and  let  individuals  choose  devices  and 
technologies  best  suited  to  their  needs. 

Allen  Matkins,  a  top  California  law  firm,  migrated 
its  Windows  XP  and  Windows  2000  PCs  to  Windows  7 
Enterprise  to  leverage  features  such  as  DirectAccess  for 
remote  connectivity  to  corporate  resources.  “DirectAccess 
is  so  flexible  and  easy  that  attorneys  will  be  more  likely  to 
connect  remotely  and  get  work  done,”  says  Clark  Snyder, 
enterprise  infrastructure  manager  for  Allen  Matkins.  “The 
feature  accurately  detects  user  needs,  which  results  in  real¬ 
time  savings  and  reduced  frustration.  Moving  to  Windows 
7  will  help  our  attorneys  think  less  about  technology  and 
more  about  servicing  clients.” 

With  Windows  7  Enterprise,  users  can  work  from 
home  or  the  road  just  as  easily  as  from  the  office,  with  an 


automatic  connection  that  doesn’t  require  complicated 
action  on  their  part.  IT  can  maintain  device  integrity  and 
security  remotely,  so  employees  don’t  have  to  individually 
manage  patches  and  downloads. 

These  tools  are  crucial,  as  IT  seeks  to  make  computing  ■ 
as  easy  and  flexible  as  the  touch-screen  phones  that  have 
changed  the  way  we  view  technology  and  offered  workers 
the  ability  to  work  from  anywhere.  According  to  the  Pew 
Internet  Project,  35  percent  of  adults  in  the  U.S.  now  own 
a  smartphone.  On  a  typical  day,  most  (87  percent)  of  those 
people  access  the  Internet  or  email  on  their  handheld  device. 

More  than  two  out  of  three  PCs  today  are  mobile 
devices — laptops,  netbooks,  notebooks,  and  tablets.  Most 
PCs  have  wireless  connectivity,  and  storage  has  grown 
from  megabytes  to  terabytes  and  is  increasingly  moving 
to  the  cloud.  Multicore  processing  and  powerful  graphics 
are  the  norm. 

But  these  newfound  devices  and  technology  increases 
pressure  on  IT,  which  is  expected  to  make  this  new 
flexibility  work,  quickly  and  cost-effectively.  Nonetheless, 
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“DirectAccess  is  so  flexible 
and  easy  that  attorneys 
will  be  more  likely  to  connect 
remotely  and  get  work  done.” 

—  Clark  Snyder,  enterprise  infrastructure  manager 

Allen  Matkins 


traditional  challenges  remain  such  as  providing  secure 
access  to  users  both  inside  and  outside  of  the  firewall, 
keeping  enterprise  systems  and  data  safe,  and  ensuring 
business  continuity  and  readiness  for  disaster  recovery. 

»The  Modern  Workstyle 

“People  want  to  perform  their  professional  and 
personal  tasks  from  the  same  device — there’s  no  separation 
anymore,”  notes  Stella  Chernyak,  Microsoft  director  of 
marketing  for  Windows  Commercial.  “They  want  to  be  able 
to  easily  accomplish  work  tasks  from  home,  or  personal 
tasks  from  work.” 

At  the  heart  of  this  new  environment  is  the  anytime, 
anywhere  connection  expectation;  employees  and 
contractors  expect  to  work  on  the  road  and  connect  to 
documents,  applications  and  other  people  easily  and 
securely.  They  want  to  work  on  their  own  devices  with 
the  same  rich  Windows  user  experience  they  are  familiar 
with,  personalized  to  individual  needs,  with  data  and  apps 
managed  centrally.  Last,  but  certainly  not  least,  they  want 
to  be  able  to  get  real  work  done  on  smartphones,  not  just 
access  to  email  and  Web  browsing. 

Many  users,  for  example,  use  a  corporate  PC  as  their 
primary  device  in  the  office,  but  are  often  on  the  road, 
alternating  between  notebooks  and  smartphones  or  other 
devices,  depending  on  where  they  are  and  what  they  need 
to  do.  They  demand  a  persistent  connection  without  having 
to  jump  through  hoops,  regardless  of  whether  they’re 
using  Wi-Fi  or  mobile  broadband.  Rather  than  carrying 
separate  corporate  and  personal  mobile  phones,  they 
expect  IT  to  link  personal  and  business  functions  on  one 
device,  without  worry  that  Web  browsing  will  compromise 
corporate  data. 


are  largely  motivated  by  a  belief  that  it’s  good  enough, 
says  Jason  Campbell,  Microsoft  group  product  marketing 
manager.  But,  he  points  out  that  this  older  technology  is  not 
conducive  to  the  flexible  workstyles  of  today’s  employees, 
nor  is  it  likely  to  be  a  strong  selling  point  for  recruiting 
younger  workers. 

Some  organizations  maybe  holding  on  their  migration 
because  it  has  been  so  long  since  the  last  major  operating 
system  upgrade,  and  they  fear  the  unknown  or  are 
concerned  they  don’t  have  the  skills  to  do  it  effectively. 

But  Campbell  points  out  that  deployment  technology 
has  advanced  10  years  since  Windows  XP  debuted,  and 
Microsoft  and  its  partners  offer  a  range  of  guidance,  tools 
and  other  resources  to  ease  the  burden. 

Despite  the  temptation  to  hold  on  to  tried-and-true 
tools,  it  will  be  difficult  for  businesses  to  resist  worker 
demands  and  the  reality  of  a  changing  technology 
environment  and  workstyles.  Hardware  manufacturers  and 
software  companies  are  devoting  resources  to  the  potential 
of  the  modern  PC,  and  rapidly  casting  off  products  with 
limited  profit  potential.  Now  is  the  time  to  take  full 
advantage  of  modern  PCs  and  enable  every  workstyle. 


»The  State  of  IT  Today 

Many  enterprises  still  run  thousands  of  legacy 
applications  on  Windows  XP,  despite  the  fact  that  this 
10-year-old  technology  is  at  an  end-of-life  stage  with 
extended  support  ending  in  April  2014.  As  the  date 
approaches,  third-party  application  providers  are  likely 
to  cut  off  support  for  the  new  applications  running  on 
Windows  XP,  and  OEMs  will  start  to  phase  out  driver 
support  on  new  hardware,  stranding  dependent  workers. 

Companies  reluctant  to  migrate  from  Windows  XP 


IT  professionals  interested  in  migration 
deployment  and  management  resources  can 
explore  .  To  learn 

more  about  Flexible  Workstyle  solutions  from 
Microsoft,  go  to 
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personal  device,  can  we  wipe  it?  This  gets  gray,”  he  says. 
“We’re  trying  to  determine  how  to  draw  those  lines.” 

“Employees  have  to  understand  their  corporate 
responsibilities  related  to  data  and  allow  IT  to  imple¬ 
ment  certain  management  controls,  even  if  it  is  a  per¬ 
sonal  device,”  says  Joe  Oleksak,  a  security  assurance 
manager  at  the  consultancy  Plante  and  Moran. 

Martin  expects  IT  and  corporate  lawyers  will  finish 
writing  a  policy  in  the  next  few  months  that  spells  out 
the  level  of  access  Baxter  would  have  to  personal  gad¬ 
gets  used  for  work.  For  example,  employees  may  have  to 
consent  to  IT  wiping  a  phone  or  tablet  clean  of  all  data 
when  they  leave  the  company  to  guard  against  sensitive 
material  going  public. 

Building  a  Business  Case  With  iPads 

Whether  consumer  devices  are  purchased  by  employ¬ 
ees  or  the  company,  Martin  expects  they’ll  be  increas¬ 
ingly  common  at  Baxter.  The  company  conducted  a 
global  pilot  of  iPads  with  200  to  300  mobile  workers— 
including  the  sales  group— to  assess  whether  the  device 
improved  productivity.  So  far,  so  good,  Martin  says. 
Medical  representatives  have  found  the  Apple  tablet  is 
better  for  showing  product  information  to  healthcare 
professionals  during  brief  client  meetings  because  it’s 
faster  and  easier  to  navigate  than  PowerPoint  presenta¬ 
tions  on  a  laptop. 

And  a  policy  that  lets  employees  bring  their  own 
devices  to  work— expected  at  Baxter  in  mid-2012— may 
also  cut  laptop  procurement  and  support  costs.  Martin 
hasn’t  quantified  a  business  case  yet,  but  anticipates 
relying  more  on  tablets.  Not  only  are  they  cheaper  to 
buy,  but  they  could  reduce  the  expense  of  producing 
printed  materials  if  the  company  creates  interactive 
product  brochures  that  can  be  displayed  to  customers 
on  tablets.  Baxter  already  plans  to  give  iPads  to  senior 
leadership  and  knowledge  workers. 

But  before  again  allowing  personal  devices  at  work, 
IT  must  build  a  support  infrastructure  and  applications 
to  access,  Martin  says.  Unlike  other  companies  that  have 
embraced  BYOT,  Baxter  doesn’t  want  to  leave  employees 
on  their  own  to  configure  their  personal  devices  for  work 
use.  “We  want  support  in  place  first,  rather  than  deal 
with  employees  doing  it  themselves  and  looking  for  help 
after  something  goes  wrong.” 

Plus,  Martin  wants  a  suite  of  mobile  applications 
ready  to  go,  such  as  expense  report  processing,  execu¬ 
tive  dashboards  and  interfaces  with  the  CRM  systems. 
“We’ve  got  to  get  in  front  of  this  very  quickly.” 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow 
her  on  Twitter:  twitter.com/knash99. 


1USE  A  SERVICE  TO  SECURE  DATA.  Android's  open 
market  and  few  security  features  open  the  door  to 
hackers,  leaving  critical  corporate  data  at  risk.  The  best 
security  comes  from  providers  like  Good  Technology, 
which  secures  phones  using  its  own  network  operations  cen¬ 
ter,  software  on  the  phones,  and  a  server  behind  a  firewall. 
Technology  like  Good's  encrypts  data  as  it  travels  to  and  from 
the  device,  and  stored  data  is  also  encrypted.  IT  administra¬ 
tors  are  not  required  to  open  a  hole  in  the  corporate  firewall. 


2  ASK  PHONE  MAKERS  FOR  HELP.  Some  manu¬ 
facturers,  including  Motorola  and  Samsung,  have 
developed  little-marketed  productsend  services  for 
enterprises.  Samsung,  for  instance,  is  developing  a 
version  of  its  TouchWiz  software  that  will  support  advanced 
encryption  standard  security  and  VPN  connections.  Motorola 
recently  acquired  3LM,  a  company  developing  software  that 
resides  on  the  phone  and  in  a  corporate  server,  to  encrypt 
data  travelling  to  and  from  the  device  and  set  up  a  VPN  to 
corporate  data.  3LM's  software  is  expected  to  be  available  on 
other  Android  phones,  not  just  those  made  by  Motorola. 


3  RESTRICT  USERS  TO  MODELS  WITH  BETTER 

SECURITY.  Motorola,  for  instance,  has  a  line  aimed 
at  enterprise  users-business-ready  phones  that 
include  enhanced  security  features.  The  Droid  Pro, 
for  example,  allows  for  remote  wipe  of  SD  cards,  and  comes 
with  a  VPN  client  and  the  ability  to  force  users  to  create  new 
passwords  after  a  set  time. 


4  WAIT  FOR  MOBILE  VIRTUAL  MACHINE  TECHNOL¬ 
OGY  TO  MATURE.  VMware  is  working  on  a  mobile 
virtual  machine  that  lets  users  toggle  between  two 
phone  personas:  one  for  corporate  use  and  one  for 
personal  use.  The  company  plans  to  also  offer  a  management 
tool  so  IT  departments  can  set  policies  for  the  corporate 
persona  on  the  phone.  So  far,  LG  and  Samsung  say  they  hope 
to  make  phones  capable  of  using  the  VMware  tool.  Other 
companies,  like  Open  Kernel  Labs,  are  offering  tools  that  let 
developers  build  applications  that  can  run  inside  a  virtual 
machine,  isolating  them  from  threats. 


5  USE  A  MANAGEMENT  TOOL  THAT  ENFORCES 
BASIC  SECURITY.  Sybase,  BoxTone,  Zenprise, 

Mobile  Iron  and  Fiberlink  are  among  the  many  com¬ 
panies  offering  mobile  device  management-and  in 
some  cases,  additional  mobile  security-products  and  ser¬ 
vices.  Even  a  basic  mobile  device  management  product  will 
at  the  very  least  help  IT  administrators  enforce  policies  like  a 
password  requirement  and  remotely  erase  important  corpo¬ 
rate  data  if  a  device  is  lost  or  stolen. 

-Nancy  Cohring 
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STAYING  AHEAD 
IS  HUMANLY  POSSIBLE 


At  Experis™  IT,  we  know  what  drives  your  company:  change.  That’s  why 
we  deliver  qualified  IT  professionals  with  the  skills  you  need  and  the 
passion  you  expect  to  keep  moving  forward  -  along  with  a  wide  range 
of  scalable  project  solutions.  We  bring  talent  and  expertise  together 
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enterprise-wide  services  to  specialty  projects,  we’ll  help  you  harness  the 
power  of  technology  to  make  smarter,  faster  decisions,  connect  more 
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All  this,  to  help  keep  your  company  at  the  forefront. 
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ANALYST  VIEW 

Ignore  the  Hype,  Not  the  Data 

Talk  of  big  data  is  pervasive,  and  CIOs  not  paying  attention  risk 
losing  a  valuable  business  edge  by  brian  hopkins 


Forrester  estimates  that,  in  general,  firms 
use  less  than  5  percent  of  the  data  available  to 
them.  We  also  estimate  that  data  is  growing 
about  40-50  percent  annually,  but  the  aver¬ 
age  enterprise  only  captures  around  25-30 
percent  of  that.  This  means  there  is  a  bunch  of  data  not 
being  captured  and  used  by  your  firm,  and  the  divide  is 
going  to  grow  over  time.  So  what? 

There  are  companies  that  have  figured  out  ways  to  use 
the  raw  data  your  firm  might  be  ignoring,  which  would 
allow  you  to  leave  your  competition  in  the  dust.  Yes,  there 
are  vendors  adding  the  term  “big  data”  to  marketing  mate¬ 
rials  just  to  drive  hype.  But  we  at  Forrester  think  the  future 
of  your  firm  may  depend  on  your  paying  attention. 

The  data  produced  by  your  customer-facing  systems 
is  a  treasure  trove  for  targeted  marketing  and  retention 
insight— if  your  firm  has  the  know-how  to  get  that  value. 
If  you  are  not  doing  something  to  capture  this  value,  you’re 
losing  ground  to  competitors. 

Forrester  defines  big  data  as  techniques  and  tech¬ 
nologies  that  make  it  economical  to  deal  with  data  at  an 


extreme  scale.  Big  data  is  about  three  things:  1.  Techniques 
and  technology,  which  means  your  firm  needs  people  who 
know  what  to  do  with  the  data  to  get  the  value.  2.  Extreme 
scale— data  that  outstrips  your  current  technology  due  to 
its  volume,  velocity,  variety  and  variability.  3.  Economic 
value,  or  making  solutions  affordable  and  helping  your 
business  case  for  investment. 

CIOs  need  to  take  a  pragmatic  approach  to  big  data. 
Establish  a  core  set  of  data  governance  directives  that 
account  for  the  special  requirements  of  big  data  sets.  You 
might  not  have  discovered  and  protected  all  the  elements  in 
the  dozens,  hundreds  or  thousands  of  terabytes  of  machine 
data  collected  as  part  of  a  big  data  project. 

There  are  no  best  practices  yet,  so  start  with  policy 
and  start  small.  Once  you  hit  the  right  business  value, 
your  project  could  take  off.  Don’t  encumber  that  event 
with  overly  complicated  rules,  but  plan  to  get  to  extremes 
quickly. 


Brian  Hopkins  is  a  principal  analyst  at  Forrester  Research,  where 
he  serves  enterprise  architecture  professionals. 
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For  Nearby 
Offshoring, 
Try  Mexico 

For  U.S.  outsourcing  customers 
seeking  nearshore  alternatives 
to  far-flung  offshoring  hotspots, 
Mexico  is  the  best  bet,  according  to  a 
new  ranking  of  Latin  American  out¬ 
sourcing  options  by  ThinkSoiutions. 

"It  was  no  surprise  to  see  Mexico 
at  the  top  of  the  list,"  says  Think- 
Solutions  partner  Tony  Mataya. 
"NAFTA  makes  trade  with  Mexico 
very  financially  viable,  and  the 
cultural  influence  that  comes  from 
sharing  a  border  with  a  country  sim¬ 
plifies  business  relations." 


Mexico  also  boasts  2,000  IT  com¬ 
panies,  550,000  trained  IT  profes¬ 
sionals,  and  a  growing  labor  pool, 
according  to  the  survey. 

Less  expected  was  seeing  Brazil 
ranked  fifth,  considering  its  large 
labor  pool  and  the  attention  it  has 
received  as  an  IT  and  business  pro¬ 
cess  services  source.  Chile,  Costa 
Rica  and  Argentina  were  second, 
third  and  fourth.  "Chile  and  Costa 
Rica  offer  stability-both  political  and 
economic-although  Brazil  has  pure 
size  of  labor  pool,"  says  Kate  Shearer, 
a  consultant  at  ThinkSoiutions. 

Brazil's  success  in  IT  and  busi¬ 
ness  process  outsourcing  has  its 
drawbacks  for  customers-namely 
demand  for  labor  beginning  to 
outstrip  supply.  "Particularly  in  the 


larger  cities,  the  scarce  talent  that 
is  available  will  be  expensive,"  says 
Shearer,  adding  that  language  and 
cultural  compatibility  are  an  issue. 
The  Portuguese-speaking  nation  has 
fewer  English  and  Spanish  speakers 
than  its  neighbors  and  "markedly 
less  U.S.  influence  on  its  culture 
compared  with  other  countries  in 
our  top  five,"  Shearer  says. 

But,  Mataya  points  out,  the  rank¬ 
ings  don't  mean  that  Mexico  is  the 
best  fit  for  every  customer.  "Before 
making  a  decision,  it  is  crucial  that 
companies  have  clearly  defined 
business  objectives  and  an  under¬ 
standing  of  a  country's  labor  force  as 
far  as  language  skills,  technical  and 
job-specific  skills." 

-Stephanie  Overby 
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Caesars  Entertainment 

Jonathan  Halkyard 
SVP&CFO 


When  you’re  building  an  empire, 
there’s  no  time  for  a  learning  curve. 


The  entertainment  industry  moves  fast.  Gaming  moves  even  faster.  Caesars 
Entertainment  competes  in  both  arenas.  So  when  they  needed  help  restructuring 
their  financial  operations,  Caesars  looked  for  a  consulting  firm  that  was  both  agile 
and  responsive.  They  chose  Resources.  Our  highly  accomplished  team  helped  get 
the  job  done  fast.  That’s  how  to  build  a  financial  empire. 


resources' 

GLOBAL  PROFLSS1 
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Consulting.  From  the  inside  out. 


resourcesglobal.com 
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Nonprofit  Finds  Global  Relief 

NetHope's  move  to  Office  365  is  freeing  up  IT  staff  and  allowing 
agenciesto  better  share  information  by  shane  o  neill 

are  vulnerable  to  viruses. 

“And  here  comes  a  service  that  will 
use  the  latest  software  to  protect  and 
maintain  things,  and  it  works  99.9  per¬ 
cent  of  the  time.  That’s  an  interesting 
value  proposition,”  he  says. 

NetHope’s  member  organizations 
are  migrating  in  stages,  with  some 
maintaining  a  SharePoint  server  even 
after  implementing  Office  365. 

Adoption  of  Lync  has  come  slowly, 
but  Schott  predicts  videoconferencing 
will  soon  become  the  standard  way  for 
NetHope  workers  to  communicate.  As 
for  those  on  the  fence  about  migrating 
to  a  cloud  service  in  general,  Schott 
expects  they’ll  come  around. 

“Do  you  really  think  you’re  going  to 
run  servers  better  than  people  who  do 
this  for  a  living  in  a  proper  data  center 
that  have  engineers  and  redundancy? 
It’s  hugely  doubtful.” 


Shane  O'Neill  is  assistant  managing  editor 
of  CIO.com.  Email  him  at  soneill@cio.com. 


If  an  emergency  response  agency 

is  providing  relief  after  a  disaster  and 
can’t  communicate  or  share  resources, 
it’s  in  for  a  disaster  of  its  own. 

NetHope,  a  nonprofit  consortium 
of  IT  leaders  that  supports  33  of  the 
world’s  largest  humanitarian  agen¬ 
cies,  knows  the  value  of  keeping  far- 
flung  workers  on  the  same  page.  Its 
member  organizations— including 
Oxfam,  Save  the  Children  and  Habi¬ 
tat  for  Humanity— have  been  on  the 
ground  after  natural  disasters  such 
as  the  earthquake  that  hit  Japan  in 
March,  and  they  spend  much  of  their 
time  in  Haiti  and  East  Africa. 

With  project  teams  working  in 
various  time  zones  all  over  the  world, 
a  unifying  tool  is  critical,  says  NetH¬ 
ope  Global  Program  Director  Frank 
Schott.  Microsoft  SharePoint  has  been 
that  tool  for  five  years.  “Any  member 
of  our  organizations  can  log  in  and  get 
[critical]  information,”  says  Schott. 

NetHope  recently  adopted  Office 


365,  Microsoft’s  cloud  service,  which 
includes  online  versions  of  Exchange, 
SharePoint  and  Lync,  a  unified  com¬ 
munications  platform.  The  foundation 
won’t  use  SharePoint  much  differ¬ 
ently,  but  having  it  packaged  with 
other  programs  will  boost  productiv¬ 
ity,  says  Schott,  who  expects  IT  staff 
will  be  freed  from  babysitting  servers 
to  work  on  more  critical  tasks. 

“One  of  our  member  organizations 
has  programs  in  80  countries.  They 
have  eight  offices  in  Kenya.  Before  the 
cloud,  if  the  IT  director  wanted  email, 
he  would  need  a  server  in  each  office, 
and  the  IT  overhead  and  staff  that  goes 
with  that,”  says  Schott.  “The  ability  to 
have  those  apps  and  data  stored  and 
maintained  in  an  air-conditioned  data 
center  managed  by  engineers  24/7  is  a 
huge  opportunity.” 

Schott  says  that  when  they’re  pre¬ 
sented  with  this  option,  the  CIOs  of 
these  agencies  quickly  realize  how 
many  of  their  servers  use  old  code  and 


Taking  Cloud  Matters  into  Their  Own  Hands 


More  companies  are  electing  to  become  their  own  cloud  vendors, 
according  to  IDC's  recent  "Future-Proofing  the  Cloud"  survey  of 
225  IT  leaders  and  analysts,  Featured  at  the  Cloud  Leadership 
Forum  in  May,  the  survey  shows  that  72  percent  of  respondents 
expect  one-third  of  IT  organizations  will  be  providers  of  cloud  ser¬ 
vices  to  customers  or  business  partners  within  the  next  5  years. 

As  for  the  motivator  for  bringing  cloud  services  inside  the  com¬ 
pany:  79  percent  think  at  least  one  of  the  top  10  cloud  vendors  will 
be  out  of  business  by  2015. 

Paul  Holden,  CIO  of  Aon  eSolutions,  put  applications  such  as 
SharePoint,  Outlook  and  Lync  in  a  public  cloud.  But  Holden  says 
his  company  didn't  evaluate  the  cloud  in  terms  of  public  versus 
private.  Instead,  he  says,  "the  concept  became  more  of  a  corporate 
community  and  commodity  cloud."  For  Aon's  strategic  partners 
and  subsidiaries  residing  on  Aon's  public  cloud,  Holden  says  his 
company  has  been  the  one  to  "establish  the  standards  and  proto¬ 


cols  for  these  other  communities  to  play  in." 

Furthering  the  case  for  companies  becoming  their  own  cloud 
providers,  77  percent  of  those  surveyed  said  they  expect  numer¬ 
ous  public  cloud  failures  and  security  breaches  by  2013.  In  addi¬ 
tion,  47  percent  said  that  by  2015,  half  of  current  cloud  vendors 
will  fail  or  be  acquired.  But  for  the  time  being,  48  percent  of 
respondents  said  major  cloud  providers  will  have  better  security 
than  most  IT  organizations  can  deliver  by  2012. 

Holden  says  he  won't  change  his  cloud  strategy  over  data 
breach  concerns.  "My  strategy  is  to  audit  to  minimize  risks.  I  view 
[cloud]  as  expanding  our  business  opportunity." 

Though  public  clouds  may  reduce  IT's  workload,  they  won't 
quickly  eliminate  positions  in  IT,  say  64  percent  of  survey  respon¬ 
dents,  who  believe  75  percent  of  IT  jobs  will  still  exist  in  2015.  And 
64  percent  say  the  cloud  will  become  a  standard  part  of  enterprise 
sourcing  strategies  by  that  same  year.  -Lauren  Brousell 
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can  you  compete  in  a  world  of 
hyper-complexity  and  constant  change? 

you  can 


In  today’s  fluid,  global  marketplace  business  success  takes  agility  and  innovation.  Most  often,, 
that  means  the  cloud.  But  what’s  the  best  way  to  leverage  the  cloud?  Are  you  using  it  to  create  a 
radically  different  business  model  or  to  build  a  stepwise  path  to  innovation? 

Either  way,  CA  Technologies  can  provide  cloud  management  and  security  solutions  that  are 
exceptionally  reliable,  scalable  and  easy  to  use.  More  than  that,  our  deep  experience  working  in 
diverse  environments  provides  the  valuable  insight  and  control  you  need  to  make  your  company 
more  agile. 

And  more  successful. 

To  see  how  we  can  help  make  your  business  more  agile,  visit  ca.com,' 


ca  world  ’ll 


register  today 
ca.com/caworld 


IT  at  the 

speed  of  business 


agility 

made  possible1 


technologies 
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Making  Partnerships  Matter 

How  strategic  allies  raise  IT's  business  value  by  Madeline  weiss  and  june  drewry 


When  everyone  is  touting  the  value 
of  partnerships,  how  do  top  CIOs  dis¬ 
tinguish  a  true  strategic  partnership 
from  the  many  service  provider,  sup¬ 
plier  and  competitor  arrangements? 
We  recently  explored  that  question  within  the  Society 
for  Information  Management’s  Advanced  Practices  Coun¬ 
cil  (APC)  by  focusing  on  two  exemplary  CIOs  from  Procter 
&  Gamble  and  Kaiser  Permanente. 

Filippo  Passerini  is  P&G’s  CIO  and  group  president 
of  global  business  services,  which  provides  shared  ser¬ 
vices  in  finance,  accounting,  employee  services,  customer 
logistics,  purchasing  and  IT.  To  Passerini,  a  strategic 
partnership  is  one  in  which  both  parties 
develop  together  and  work  to  “grow  the 
pie  together.” 

With  its  significant  market  posi¬ 
tion-selling  some  300  brands  in  180 
countries— P&G  can  help  its  strategic 
partners  increase  their  sales  by  provid¬ 
ing  testimonials  for  their  products  or  ser¬ 
vices.  The  company  has  created  strategic 
partnerships  with  several  firms,  among 
them  Accenture,  BT,  Cisco,  IBM,  Micro¬ 
soft,  Nielsen  and  Xerox. 

Passerini  says  that  what  distinguishes 
his  strategic  partners  from  his  other  vendors  is  their  ability 
to  help  the  consumer  products  giant  strengthen  its  capa¬ 
bilities  in  three  strategic  areas:  visualization,  digitization 
and  simulation.  In  simulation  work,  for  example,  physi¬ 
cal  product  mock-ups  can  be  replaced  with  virtual-reality 
applications,  allowing  marketers  to  virtually  place  prod¬ 
ucts  on  the  shelf  next  to  those  of  competitors.  This  lets  them 
evaluate  packaging  options  more  quickly  and  frequently, 
changing  cycle  time  from  weeks  to  hours. 

Passerini’s  division  has  delivered  more  than  $900 
million  in  cost  savings  since  2003  by  improving  quality, 
increasing  scale  through  standardization,  virtualizing 
brand  design  and  development,  and  accelerating  P&G’s 
completion  of  integrations  and  divestitures.  “We  can’t 


run  faster,  but  we  can  change  the  way  we  run,"  he  says. 
“The  longer  we  take  to  do  something,  the  more  difficult 
it  becomes.” 

Phil  Fasano  is  CIO  and  executive  VP  of  Kaiser  Perma¬ 
nente  (KP),  the  United  States’s  largest  integrated  health- 
delivery  system,  with  8.8  million  members  in  42  states.  KP 
uses  evidence-based  medicine  and  industry- leading  tech¬ 
nology  to  provide  prevention  and  affordable  healthcare.  To 
achieve  the  CEO’s  mandate  of  leveraging  IT  to  change  the 
healthcare  field,  KP  is  expanding  its  use  of  electronic  medi¬ 
cal  records  (EMR)  in  an  effort  to  reduce  medical  costs,  make 
healthcare  more  efficient  and  improve  quality  of  care. 

Capitalizing  on  strategic  partnerships  help  with  that 
mission.  Last  year,  KP  launched  a  stra¬ 
tegic  partnership  with  the  Department 
of  Veterans  Affairs  to  pilot  standard 
EMRs.  Last  April,  the  healthcare  pro¬ 
vider  joined  four  other  health  systems 
in  the  Care  Connectivity  Consortium, 
an  interoperability  group  that  promotes 
the  use  of  standards-based  health  infor¬ 
mation  technology  to  share  data  about 
patients  electronically. 

Both  these  CIOs  act  as  business 
strategists  by  advancing  the  missions  of 
their  companies  through  high-level  part¬ 
nerships.  In  our  APC  member  discussions  lately,  we’ve 
seen  a  distinct  shift  from  CIOs  striving  to  treat  vendors 
as  partners  to  CIOs  seeking  out  suppliers  that  have  the 
potential  to  become  true  partners.  The  contributions  of 
the  IT  organization  are  becoming  less  about  being  expense 
or  support  centers  and  more  about  playing  a  key  role  in 
business  investments. 

Regardless  of  your  industry  or  profit  status,  carefully 
selecting  strategic  partners  can  and  should  contribute  sig¬ 
nificantly  to  your  organization’s  success. 


Madeline  Weiss  is  director  of  the  Society  for  Information  Man¬ 
agement's  Advanced  Practices  Council  (APC).  June  Drewry  is  for¬ 
mer  CIO  of  Chubb  and  a  contributing  adviser  to  the  APC. 


We've  seen  a  shift 
from  CIOs  striving 
to  treat  vendors 
as  partners  to  CIOs 
seeking  suppliers 
with  the  potential 
to  become  true 
partners. 
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NETWORK  SECURE  WEB  AND  E  MAIl  BACKUP  AND  POLICY  AND 

SECURITY  REMOTE  ACCESS  SECURITY  RECOVERY  MANAGEMENT 


WHO  MAKES  THE  HIGHEST  PERFORMANCE 
LOW  LATENCY  NEXT-GEN  FIREWALL? 


SON  1C  WALL 

SECURES THE 

ENTERPRISE. 


SonicWALL'4’  enables  IT  to  get  back  in  control  and  more  easily  and  efficiently  stay  ahead 
of  today’s  constantly  evolving  threats  and  application-related  issues.  An  advanced 
security  platform  consolidates  core  Next-Gen  Firewall  application  intelligence,  control 
and  visualization,  gateway  protection,  and  inspection  for  SSL  encrypted  sessions 
for  the  enterprise  with  critical  solutions  like  WAN  acceleration  for  distributed  offices. 
SonicWALL’s  low  latency  platform  scans  and  secures  every  packet,  efficiently  securing 
the  network,  controlling  Web  2.0  apps,  and  optimizing  bandwidth. 

Secure  network  optimization  which  minimizes  complexity  and  latency  is  now 
within  reach.  Learn  about  our  SuperMassive™  El 0000  Series  and  the  rest  of  our 
network  security  line-up  at  sonicwalt.com/optimize 


©  2011  SonicWALL.  Inc.  SonicWALL  and  the  SonicWALL  logo  are  registered  trademarks  of  SonicWALL,  Inc. 
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Hiring  for  Customer  Satisfaction 

Tougher  security  standards  led  the  CIO  of  law  firm  Morrison  and  Foerster 
to  add  a  new  position  to  his  team  by  phil  schneidermeyer 


As  CIO  and  managing  director  of  Morri¬ 
son  and  Foerster— ranked  among  the  50 
largest  law  firms  in  the  world  by  revenue— 
Neeraj  Rajpal  is  responsible  for  imple¬ 
menting  strategic  and  tactical  global  IT 
and  for  managing  records  initiatives  for  the  firm’s  1,200 
lawyers  in  16  global  offices. 

New  regulations,  such  as  the  Dodd-Frank  Act  passed  in 
response  to  the  2008  recession,  have  led  to  more  stringent 
client  audits  and  the  need  for  Rajpal  to  add  a  new  leader  to 
the  IT  organization  who  understands  business  and  tech¬ 
nology.  In  this  interview,  Rajpal  explains  what  drove  the 
creation  of  this  new  role  and  what  his  strategy  has  been 
for  getting  it  filled. 


But  you  already  had  a  privacy  council  and  other 
governance  in  place.  Why  do  this  now? 

With  stricter  regulations  around  data  privacy,  clients  are 
growing  more  and  more  concerned  about  the  use  of  exter¬ 
nal  service  providers.  They  are  shortening  their  list  of  pre¬ 
ferred  providers  and  want  to  partner  not  only  with  those 
that  provide  the  best  legal  advice,  but  also  with  those  that 
take  privacy  and  risk  management  seriously.  IT  is  now 
an  enabler  to  the  practice,  a  true  partner  in  every  sense 
of  the  word. 


What  characteristics  and  experience  will  you  look 
for  in  this  new  hire? 

First,  this  position  will  report  to  me.  But  the  skill  set  is  not 
limited  to  just  IT  or  an  understanding  of  what  is  happening 
on  the  infrastructure  side.  The  ideal  candidate  will  have 
experience  working  with  the  front  office  and  will  under¬ 
stand  the  regulations  and  governance  issues  affecting 
global  businesses. 

What  was  the  process  you  went  through  inter¬ 
nally  to  get  approval  for  this  new  position? 

I  worked  with  the  risk-management  committee,  the  head  of 
the  data  privacy  practice  and  the  privacy  council.  The  firm 
takes  these  issues  extremely  seriously,  so 
this  was  a  relatively  easy  sell. 

What  industry  experience  or  per¬ 
sonal  characteristics  are  required 
for  this  person  to  be  successful? 

You  have  to  possess  strong  relationship 
management  skills,  as  you  will  be  inter¬ 
facing  with  lawyers  within  the  firm  and, 
sometimes,  external  clients.  As  we  are  a  partnership,  com¬ 
ing  from  a  professional  services  background  will  be  a  plus. 
[That  experience  makes  it]  easier  to.understand  the  culture 
and  environment  you  will  be  working  in. 

What  experience  will  you  be  looking  for  on  the 
technical  side? 

It  is  difficult  to  find  people  who  understand  both  technol¬ 
ogy  and  what  runs  the  practice.  Understanding  governance 
issues  and  how  regulations  might  affect  us  are  important 
requirements  for  this  position.  An  individual  must  pos¬ 
sess  IT  security  management  experience  and  the  Certi¬ 
fied  Information  Systems  Security  Professional  or  Certified 
Information  Security  Manager  certification. 


Phil  Schneidermeyer  is  a  partner  in  the  New  York  office  of 
Heidrick  &  Struggles,  where  he  specializes  in  recruiting  CIOs  and 
CTOs  for  all  industries. 


Morrison  and  Foerster  recently 
created  a  new  role:  privacy, 
compliance  and  data  security 
manager.  What  led  to  its  creation? 

We  were  seeing  more  stringent  client 
audit  requirements.  In  the  past,  a  simple 
multiple-choice  questionnaire  would  suf¬ 
fice.  Today  clients  are  asking  for  more— much  more.  They 
want  to  visit  our  data  centers,  interview  our  IT  personnel 
and,  in  some  cases,  are  asking  to  perform  penetration  tests 
to  test  the  security  of  our  network.  They  want  to  evaluate 
our  access-control  policy  and  data-security  procedures  and 
see  how  we  protect  our  data— or,  in  many  cases,  their  data. 
So  you  might  say  this  was  actually  driven  by  our  clients. 


Clients  are  growing 
more  and  more 
concerned  about 
the  use  of  external 
service  providers. 
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BELONG  THERE. 


The  old  ways  won't  cut  it  anymore.  That's  why  we're  helping  companies  around  the  world  rethink  the  way  they 
compete,  reinvent  the  way  they  work  and  rewire  the  way  they  operate.  In  short:  embrace  a  more  collaborative, 
flexible  and  global  approach.  Because  today  it's  the  specific  way  a  business  takes  care  of  business  that  determines 
how  far  it  will  go  tomorrow. 

I  Business  Consulting  I  IT  Infrastructure  Services 

I  Application  Services  I  Business  Process  Outsourcing 


THE  FUTURE  IS  NOW. 

LET'S  PUT  IT  TO  WORK. 


Cognizant 


©  2011  Cognizant  Technology  Solutions 


cognizant.com/futureofwork 


Pfizer  CIO  Jeff  Keisling  is  reorganiz¬ 
ing  his  staff-and  installing  business 
technology  leaders-to  emphasize  a 
commercially  driven  mind-set. 
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BY  KIM  S.  NASH 
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Pfizer’s 

Future 


With  its  business  model  ailing, 
one  pharmaceutical  giant  tries  a 
new  IT  formula 


45 


Chip-munching,  sedentary  people  have  made  Pfizer  a  bundle  of  money.  Lipitor,  a  drug 
that  lowers  cholesterol,  ranks  as  Pfizer’s  top-selling  pill  for  12  years  running.  A  blockbuster 
among  blockbusters,  Lipitor  brought  in  $10.7  billion,  or  16  percent,  of  the  company’s  $67.8 
billion  in  revenues  last  year. 

This  month,  though,  Pfizer  loses  a  crucial  patent  protection  on  Lipitor  and,  with  it,  the 
exclusive  right  to  make  and  sell  the  drug.  Competitors  are  ready  to  swoop  in  with  generic 
versions  and  swoop  out  with  many  billions  of  dollars. 

In  the  next  four  years,  patents  on  six  other  key  Pfizer  medicines  are  due  to  expire.  Viagra, 
the  drug  of  choice  for  treating  erectile  dysfunction,  is  another  huge  product  for  Pfizer.  The 
company  went  to  court  this  summer  to  fight  for  control  of  it  after  a  challenge  from  a  generics 
maker.  To  Pfizer’s  relief,  a  judge  ruled  that  a  key  Viagra  patent  is  valid  until  2019. 

Still,  Pfizer  knows  it  can’t  rely  on  super  pills  alone  to  stay  vital.  In  the  past  few  years, 
it  has  conducted  large  cost-cutting  projects,  including  shrinking  its  workforce  by  tens  of 
thousands  and  its  research  budget  by  billions.  Slashing  operations  costs  means  that  patent 
expirations  won’t  be  such  a  blow,  relatively  speaking. 

But  the  company  also  seeks  new  sources  of  business  that  will  produce  reliable  sales  for 
decades.  Key  to  the  plan  is  cultivating  relationships  with  individual  patients,  especially  in 
emerging  markets  such  as  Brazil,  China  and  India.  By  helping  people  work  with  their  doc¬ 
tors  and  pharmacies  to  manage  lifelong  conditions  such  as  arthritis  and  hypertension,  Pfizer 
hopes  to  nurture  lifelong  customers.  Hunting  blockbusters  remains  important  for  Pfizer,  but 
holding  the  hands  of  individual  patients  is  a  growing  strategy  for  the  company. 

The  pharmaceutical  industry  at  large  faces  similar  challenges,  resulting  in  layoffs,  merg- 
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ers  and  R&D  cutbacks,  plus  acquisitions  of  gener¬ 
ics  and  biotechnology  companies,  all  in  an  effort  at 
reinvention,  says  Erik  Gordon,  an  assistant  pro¬ 
fessor  of  business  at  the  University  of  Michigan. 
“Relying  on  blockbusters,  you  make  a  zillion  bucks 
and  you  spent  a  zillion  bucks.  When  it  disappears 
to  generics,  you  have  to  change  what  you’re  doing,” 
Gordon  says.  “The  industry  is  facing  desperation.” 

At  Pfizer,  IT  underpins  several  critical  projects, 
including  a  loyalty  discount  card,  mobile  applica¬ 
tions  aimed  at  consumers,  and  a  cloud-based  tablet 
CRM  system  for  physicians.  “We  couldn’t  spread 
ideas  like  this  without  information  technology,” 
says  Susan  Silbermann,  Pfizer’s  regional  president 
for  Latin  America  emerging  markets. 

While  IT  must  play  a  big  part  in  any  business 
model  shift,  according  to  Gordon,  many  pharma¬ 
ceutical  companies  have  historically  treated  IT  as  a 
support  service,  rather  than  a  strategic  asset.  “Dead 
weight  costs,”  as  he  puts  it. 

Pfizer’s  IT  group  itself  is  coping  with  immense 
pressure.  Cost-cutting  efforts  aside,  CIO  Jeff  Keisling 
is  reorganizing  his  staff  to  emphasize  a  commer¬ 
cially  driven  business  mind-set.  “It’s  a  more  difficult 
job  to  do  when  you’re  faced  with  being  measured  as 
a  business  contributor,”  he  says.  This  is  especially 
so  as  Pfizer  works  through  the  technological  and 
political  problems  of  pushing  new  ideas  in  places 
where  people  don’t  know  where  they’ll  be  able  to 
make  their  next  Internet  connection. 

Time  for  Fresh  Ideas 

Keisling’s  path  to  becoming  CIO  of  one  of  the  big¬ 
gest  pharmaceutical  companies  in  the  world  was  an 
unusual  one.  In  2009,  Pfizer  spent  $68  billion  to  buy 
rival  Wyeth,  largely  for  its  R&D  pipeline.  Keisling 
had  spent  nine  years  at  Wyeth,  four  as  CIO. 

At  the  time  of  the  merger,  Pfizer’s  IT  leader¬ 
ship  was  in  a  holding  pattern.  Rich  Nossek,  head 
of  shared  infrastructure,  was  serving  as  interim 
CIO  while  the  company  looked  for  a  successor  to 
Walt  Hauck,  who  left  in  2008.  During  the  Wyeth 
deal,  Pfizer  offered  Keisling  the  job,  an  uncommon 
instance  of  an  acquired  company’s  CIO  getting  that 
position  at  the  acquiring  company. 

Keisling  brought  with  him  ideas  for  reorganiz¬ 
ing  IT  to  emphasize  business  skills,  and  for  using 
the  integration  of  Wyeth  and  Pfizer  as  a  catalyst 
for  transforming  corporate  technology  at  both 
companies. 

He  sought,  for  example,  to  create  new  hybrid 
business-technology  manager  positions  in  the 
high  ranks  of  each  business  unit.  He  had  used  such 
staff  to  good  effect  at  Wyeth,  keeping  IT  involved 
in  shaping  plans  for  new  projects,  he  says.  “On  the 
Pfizer  side,  that  was  not  consistent.  It  existed  in 
some  places,  but  in  others  it  did  not,”  he  says. 


Challenging 
Times  for  Pfizer 


As  drug  patents  expire,  the  pharmaceutical 
giant  is  investing  in  technology  and  emerging 
markets  while  cutting  back  on  R&D  and  labor 


Chuck  Williams  leaves  after  serving  for  six  years  as  Pfizer's  first  CTO/CIO. 
He's  replaced  by  Walt  Hauck,  who  had  been  at  Pfizer  since  1995. 


Pfizer  creates  emerging  markets  business  unit 


□ 


Pilots  the  eCard  patient  loyalty  card  in  the  Philippines 


CIO  Hauck  leaves,  replaced  by  interim  CIO  Rich  Nossek. 


Pfizer  starts  development  of  CUE,  a  cloud-based  CRM 
application  for  sales  agents  marketing  pharmaceuticals 
to  physicians 


'\ 

■ 


(October)  Pfizer  acquires  Wyeth  for  $68  billion,  spending 
another  $569  million  on  integration.  Jeff  Keisling,  former 
Wyeth  CIO,  is  appointed  Pfizer  CIO,  replacing  Nossek. 


Pfizer  spends  another  $1  billion  on  Wyeth  integration,  completing 
500  projects.  Achieves  $2  billion  in  cost  reductions.  •  '  - 


R&D  spending  is  $9.4  billion 


B 


(December)  CEO  Jeff  Kindler  resigns  under  pressure  from  the  board 
as  other  senior  executives  reportedly  agitate  for  change  at  the  top 


B 


Ian  Read,  former  head  of  Pfizer's  worldwide 
biopharmaceutical  business,  takes  over  and 
continues  cost-cutting  plans  already  in  progress 


Workforce  totals  110,600,  down  10,100  from  the  £  £  £ 

October  2009  completion  of  the  Wyeth  acquisition  ™  ft  *  * 


Pfizer  plans  to  reduce  R&D  spending  by  between  $1.1  billion  and  $1.4 
billion,  to  between  $8  billion  and  $8.5  billion 

I.  ,firo”l 

(November)  Lipitor  patent  expires 


I 


■ 


Pfizer  plans  to  cut  $4  billion  to  $5  billion  in  costs  by  the  end  of  the  year. 
This  includes  another  $1.5  billion  to  $2  billion  from  R&D,  cutting  that 
budget  to  $6.5  billion  to  $7  billion. 


O 

X 


Viagra  patent  expires 
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Susan  Silbermann,  Pfizer's  regional  president 
for  Latin  America,  says  that  IT  is  critical  to  the 
company's  growth  in  emerging  markets. 


Now  business  technology  leaders,  as  the  position  is  called, 
are  part  of  the  leadership  committees  of  each  of  Pfizer’s  nine 
business  units.  Some  of  these  managers’  compensation  is  con¬ 
tingent  on  their  reaching  sales,  customer-acquisition  and  other 
business  targets. 

IT  is  also  involved  in  hiring  key  non-IT  executives.  For 
example,  Keisling  recently  interviewed  a  candidate  for  a  clinical 
role,  asking  about  his  views  on  using  analytics  to  drive  preci¬ 
sion  medicine  tailored  to  ever-more-detailed  sets  of  patient  and 
disease  data.  As  CIO,  he  says,  “I’m  a  stakeholder  in  that,  so  I 
wanted  to  know.” 

Cross-pollinating  IT  and  non-IT  roles  makes  new  business 
ideas  possible,  says  Umair  Haque,  an  economist  and  director 
of  the  Havas  Media  Lab.  Each  side  learns  from  the  other.  IT,  he 
says,  “is  no  longer  about  driving  efficiencies.  It’s  reimagining 
how  consumers  and  companies  are  able  to  connect  and  relate.” 
IT  can’t  do  that  until  CIOs  plant  their  people  in  the  departments 
and  ad  hoc  groups  where  new  business  is  dreamed  up. 

And  new  business  is  what  Pfizer’s  after. 


Next:  Open  Innovation 

Pfizer  has  cut  more  than  49,000  workers  from  its  ranks  since 
it  started  major  cost  cutting  in  2005;  it  employed  110,600  as  of 
late  last  year.  Meanwhile,  senior  leaders  continue  their  contro¬ 
versial  plan  to  cut  research  and  development  budgets  by  up  to 
$3  billion,  to  $6.5  billion  to  $7  billion,  by  the  end  of  2012.  With 
fewer  people  and  less  money  to  spend  on  research,  Pfizer  has 
begun  using  a  virtual  R&D  system  that  uses  cloud  computing 
and  software-as-a-service  collaboration  and  analytics  systems 
to  work  with  more  than  500  R&D  organizations  outside  the 
company. 

As  the  blockbuster  business  model  becomes  less  tenable,  the 
pharmaceutical  industry  in  general  has  grown  more  receptive 
to  working  with  outside  scientists,  Keisling  says.  It’s  more  dif¬ 
ficult  and  expensive  to  come  up  with  a  juggernaut  drug  on  your 
own  now,  he  says.  “That  innovation  cycle  has  not  proved  to  be 
as  effective  as  it  used  to  be.  IT  now  plays  such  a  critical  role  in 
this  new  open  innovation.” 

To  win  customers,  especially  in  emerging  markets,  Pfizer 
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has  launched  eCard— a  program  that  gives  patients  cards  that 
track  when  they  use  Pfizer-partnered  pharmacies  to  refill  pre¬ 
scriptions  for  chronic  conditions.  ECard,  which  this  year  won 
a  CIO  100  award  for  outstanding  business  innovation  through 
IT,  essentially  lets  Pfizer  give  patients  discounts  on  medications 
and  information  about  treatments  and  care  in  exchange  for  data 
about  customers  and  their  habits.  The  concept  is  old  hat  in  retail 
and  other  industries,  but  new  in  pharmaceuticals.  “This  gives 
customers  knowledge  about  [Pfizer]  products  and  financial 
value,  but  also  gets  us  closer  to  understanding  what  customer 
needs  are,”  Keisling  says. 

For  example,  Pfizer  can  analyze  data  gathered  by  the  eCard 
program  to  learn  about  how,  say,  changing  the  price  of  particu¬ 
lar  drugs  in  particular  geographies  affects  sales  and  patient 
compliance.  Real  data,  Keisling  says,  is  better  than  focus  groups 
and  other  traditional  marketing  mechanisms  for  forecasting. 

The  card  was  tested  in  the  Philippines  in  2009  and  now  is 
available  in  15  other  markets,  including  China.  One  thing  Pfizer 
has  learned  is  that  patients  with  eCards  follow  their  medica¬ 
tion  regimens  better  than  those  without  the  card.  That’s  good 
for  Pfizer,  too,  Silbermann  says.  “Better  adherence  rates  [have] 
business  results.”  She  declined  to  specify  any  new  revenue  or 
profits  attributable  to  eCard. 

An  emerging  market  encompasses  more  than  a  growing 
geography.  It  also  refers  to  a  kind  of  customer —no  matter  where 


he  lives— willing  to  form  a  relationship  with  a  company. 

Some  companies— even  large,  ponderous  ones— are  begin¬ 
ning  to  figure  this  out,  says  Haque,  the  economist.  To  appeal  to 
relationship-oriented  markets,  companies  have  to  do  more  than 
sell  them  products,  he  says.  They  must  provide  information 
that  customers  either  can’t  get  elsewhere  or  can’t  get  in  quite 
the  same  manner. 

For  example,  it’s  valuable  to  someone  training  for  a  marathon 
to  track  how  many  miles  she  runs  every  day.  Nike  offers  a  chip 
that,  when  inserted  in  sneakers,  tracks  mileage  and  variables 
such  as  stride  and  gait,  and  that  can,  by  using  analytics  and 
social  media,  suggest  improvements.  “Being  experts  at  using  IT 
to  deliver  stuff  to  consumers  only  goes  so  far,”  says  Haque.  The 
businesses  that  thrive  will  develop  information-based  products 
that  benefit  people  in  personal  terms,  he  says. 

“Real  value  is  when  people  realize  tangible,  lasting  gains.  The 
smartest  way  to  sell  more  sneakers  or  more  anything  is  to  help 
people  use  sneakers  or  anything  in  a  more  productive  way.” 

Pfizer  sees  its  eCard  and  mobile  applications  this  way. 
These  IT-based  products  are  intended  to  get  individuals  more 
involved  in  their  own  care,  so  they  don’t  feel  sidelined  in  the 
decision-making  process  by  the  medical  experts  who  treat  them. 
Texting  reminders  to  take  medicine  or  suggesting  an  infant 


vaccination  schedule  improves  peoples’  health,  Silbermann 
says.  “We  can  make  sure  patients  feel  they’re  part  of  their  own 
medical  situation.” 

Entering  Emerging  Markets 

Conventional  wisdom  has  it  that  China,  with  its  huge  popula¬ 
tion  and  growing  wealth,  is  the  It  Spot  for  future  business.  The 
growth  is  startling.  In  2007,  when  urban  areas  were  ranked 
by  gross  domestic  product,  eight  of  the  top  50  were  in  Asia, 
says  consultancy  McKinsey.  By  2025,  that  number  will  climb 
to  20  of  50,  McKinsey  predicts.  According  to  consultancy  IMS 
Institute  for  Healthcare  Informatics,  China  spent  $41  billion 
on  medicines  last  year,  and  that’s  expected  to  almost  triple  by 
2015,  to  at  least  $115  billion.  Pfizer  wants  to  be  ready  to  earn 
large  chunks  of  that  money. 

But  the  best  way  for  IT  to  support  ambitious  business  plans 
in  emerging  markets  is  different  from  the  best  way  to  do  so  at 
home,  says  Bobby  Cameron,  a  principal  analyst  in  IT  leadership 
at  Forrester  Research. 

Hiring  local  rather  than  shipping  in  staff  from  the  United 
States  helps  ensure  a  more  stable  office,  Cameron  says.  Doing 
so  is  relatively  simple  when  you’re  looking  for  coders,  network 
engineers  and  other  hands-on  IT  professionals,  which  are  usu¬ 
ally  plentiful  in  China.  Managers,  however,  are  not,  he  says. 
And  a  dearth  of  managers  with  a  capitalist  perspective  may 

bog  down  work  at  the  local  office.  He 
suggests  working  with  local  universi¬ 
ties  to  find  graduate  students  or  pro¬ 
fessors  who  may  have  the  perspective 
and  experience  needed. 

Keisling  has  hired  locally  in  China. 
Hiring  employees  who  know  the 
nuances  of  how  local  business  is  done 
and  how  best  to  relate  to  colleagues 
has  resulted  in  a  turnover  of  less  than  5  percent  among  his 
China  staff,  he  says. 

Regular  contact  with  U.S.  headquarters  managers,  he  says, 
also  helps.  Keisling  keeps  an  office  at  the  old  Pfizer  campus  in 
Collegeville,  Penn.,  where  there  are  about  4,000  employees.  He 
regularly  commutes  to  Pfizer  headquarters  in  New  York  and 
does  frequent  telepresence  calls  with  staff  worldwide.  Commu¬ 
nication  is  crucial  in  times  of  flux,  he  says.  “These  people  feel 
associated  with  the  [overall]  business  at  the  local  level— that 
they’re  not  just  a  support  function  but  feel  like  they’re  going  to 
help  that  business  in  China  grow  in  double  digits.” 

The  Transformation  Ahead 

Pfizer  plans  to  expand  its  eCard  program  in  China  and  other 
burgeoning  markets  in  2012.  One  key  goal  is  to  mitigate  the  loss 
of  exclusivity  on  its  blockbuster  drugs.  In  the  Philippines,  for 
example,  when  Pfizer  lost  patent  protection  on  a  hypertension 
medication,  sales  of  the  product  actually  increased  34  percent 
because  loyal  cardholders  stuck  with  it.  And  when  a  competing 
company  heavily  marketed  a  generic  version  of  the  drug  there, 
Pfizer  dropped  its  price  for  eCard  holders  and  sales  increased 
again. 

But  the  eCard  and  mobile  apps  alone  can’t  replace  the  billions 


“IT  now  plays  such  a  critical  role 
in  this  new  open  innovation.” 

-Jeff  Keisling,  CIO,  Pfizer 


NOVEMBER  1,  2011  www.cio.com 


“Being  experts  at  using  IT  to 
deliver  stuff  to  consumers 
only  goes  so  far.” 


a  blockbuster  drug  no  longer  produces, 
says  the  University  of  Michigan’s  Gordon. 

One  obstacle  is  that  the  governments  in 
emerging  markets  often  dictate  what  com¬ 
panies  can  charge  for  medications,  and  that 
price  is  usually  low,  especially  compared  to 
the  prices  drugs  can  command  in  the  free- 
market  United  States,  he  says. 

Ian  Read,  who  was  appointed  Pfizer 
CEO  last  December,  has  spent  his  first  year 
telling  Wall  Street  analysts  a  bit  of  what  they  want  to  hear:  He 
is  considering  spinning  off  or  selling  outright  several  business 
units,  such  as  animal  health  products.  Cost-cutting  typically 
raises  stock  prices,  but  it  can  lower  employee  morale,  Gordon 
points  out.  “If  you’re  in  a  company  where  you  don’t  know  if 
you’re  going  to  have  a  job  in  six  months,  [you]  are  distracted,” 
he  says.  That’s  not  the  best  mind-set  for  doing  the  tough  trans¬ 
formation  work  required. 

Still,  Keisling  is  optimistic,  focused  on  what  IT  can  contrib¬ 
ute.  One  key  project  is  to  simplify  processes  globally  to  continue 
to  cut  operations  costs,  including  moving  to  single  instances  of 
ERP,  human  resources,  manufacturing  and  logistics  software 
across  the  company.  Pfizer,  he  says,  will  gain  “agility  through 
integration  and  simplification.”  That  is,  unifying  technology 
standards  and  inserting  his  people  into  business  units  will,  he 


-Umair  Haque,  Director,  Havas  Media  Lab 

hopes,  infuse  IT  into  conversations  about  new  business  ideas 
from  the  start.  One  example:  a  new  portal  that  scientists  inside 
and  outside  of  Pfizer  use  to  share  medical  images  and  biologi¬ 
cal  information.  Previously,  gathering  and  packaging  that  data 
would  take  up  to  a  month.  Now  it’s  done  in  three  to  five  minutes, 
he  says.  Using  IT  to  speed  up  discovery  and  drug  development 
can  only  improve  Pfizer’s  competitive  position,  he  says.  “What 
motivates  people  is  to  feel  like  they  are  part  of  the  answer,  no 
matter  what  the  challenge  is.” 

Of  course,  the  company  hasn’t  given  up  on  blockbuster 
drugs.  Pfizer  hopes  Xalkori,  a  new  lung  cancer  medication 
approved  in  August,  will  go  big.  QQ 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  twitter.com/knash99. 
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wants  all  of 
his  company's 
employees 
to  be  digital 
information 
masters 


SOUNDING  BOARD 

Digital  Literacy  Quest 

SCENARIO  We  are  a  storied  nonprofit  brand.  Our  seal  is  on  more  than  26  billion  prod¬ 
ucts  in  more  than  100  countries,  and  the  culture  that  enables  the  processes  behind  this 
service  is  entrenched.  But  now  we  are  moving  into  a  new  era  as  a  for-profit  company  that 
will  be  driven  by  focusing  on  both  customers  and  products,  and  on  providing  valuable 
information.  We  need  all  of  our  9,000-plus  employees  to  become  information  workers 
who  know  how  to  work  with  the  vast  amounts  of  data  we  hold  and  who  are  comfortable 
with  having  the  discretion  to  use  it.  That  requires  fundamental  changes. 

The  company  brought  me  in  to  modernize  not  just  the  technology  but  also  how  we 
use  it  and  think  about  it.  Many  people  are  attached  to  their  paper,  even  when  they  are 
active  users  of  smartphones  and  laptops.  Earlier  this  year,  I  gave  the  board  iPads  and  took 
away  their  paper.  Within  months,  they  were  using  the  tablets  to  share  information  and 
create  value  in  ways  they  couldn't  before.  The  employee  base  is  much  larger,  and  I  can't 
focus  one-on-one  there.  So  I've  instituted  a  policy  that  says  digital  literacy  must  be  part 
of  promotion  requirements  companywide.  I've  also  started  explaining  that  technology's 
role  is  to  amplify  individuals'  abilities.  But  this  is  going  to  be  a  long  road.  ►  ►  ► 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association  of  more 
than  500  CIOs,  founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com, 
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WAYNE  SHURTS,  CIO,  SUPERVALU 

UNDERSTAND  THE  EFFECT  ON  THE  INDIVIDUAL 

ADVICE  I  distinguish  the  traditional  change  manage¬ 
ment  we  use  for  new  enterprise  applications  such  as  ERP 
from  the  type  we  use  for  new  technologies,  where  how  to 
use  them  in  daily  operations  is  far  less  clear.  When  we 
implement  a  new  enterprise  system,  we  take  great  care 
to  document  every  single  change— big  or  small— resulting  from  the  new 
system:  a  gap  analysis  of  the  as-is  and  to-be  business  process  for  each  end 
user.  I  am  surprised  by  how  many  people  overlook  that  step.  Not  all  users 
are  equal,  so  it  makes  no  sense  to  stick  them  in  a  room  with  an  instructor 
for  a  day  when  a  simple  laminated  user  guide  would  suffice  (or  vice  versa). 
Understanding  the  extent  and  degree  of  change  for  each  employee  and 
tailoring  our  rollout  plans  accordingly  is  the  whole  ball  game. 

We  take  the  opposite  change-management  approach  for  technology  we 
are  just  beginning  to  explore.  Recently,  we  gave  all  our  store  managers  iPads 
and  told  them,  essentially,  to  have  fun:  no  usage  restrictions.  We  paired 
them  up  with  someone  in  IT  to  help  them  get  comfortable  with  the  hard¬ 
ware  and  later  to  catalog  how  the  technology  was  being  used.  Our  decision 
to  start  with  store  managers— as  opposed  to  some  back-office  function— was 
a  deliberate  one.  How  these  folks  work  and  interact  with  our  customers  is 
critical  to  the  success  of  each  store.  The  lessons  learned  and  the  value  these 
devices  provide  have  a  direct  link  to  the  company’s  bottom  line,  which  cre¬ 
ates  buy-in  for  future  IT  investment. 
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Build  Effective  Architecture 


download  This  paper,  written  by 
Council  Pathways  participant  Ursula 
Soritsch-Renier,  global  head  of  IT 
strategy  and  sourcing  at  Novartis,  out¬ 
lines  four  primary  considerations  for 
organizations  that  are  struggling  with 
implementing  an  effective,  respected 
enterprise  architecture  program,  The 
factors  include:  the  complexity  of  the 
entire  enterprise;  whether  the  culture 
is  currently  focused  on  firefighting  or 
on  structural  improvements;  identifying 
both  the  processes  that  are  working  and 
the  ones  that  are  causing  headaches; 
and  creating  a  formal  road  map,  so  no 
one  has  to  guess  what  the  enterprise 
architecture  function  will  deliver, 
council.cio.com/DLllll 


Create  Value  in  a  New  World 
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download  How  are  companies 
managing  the  IT-management  tensions 
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caused  by  consumerization,  cloud  and 


O 


mobility?  In  this  webcast.  Council  mem- 


O 


bers  Kurt  Rao,  corporate  vice  president 


TWILA  DAY,  CIO,  SYSCO 

SELL  INFORMATION  AS  A  PROBLEM  SOLVER 

ADVICE  Our  goal  is  to  provide  predictive  analytics 
beyond  traditional  performance  reporting,  which  pro¬ 
vides  real  insight  for  end  users— less  data  and  more  mean¬ 
ing.  Getting  the  business  comfortable  using  this  kind  of 
business  intelligence  has  little  to  do  with  technology  and 
everything  to  do  with  understanding  how  to  use  the  underlying  data.  In 
other  words,  what  is  the  business  problem  worth  solving  and  what  infor¬ 
mation  do  we  need  to  solve  it?  The  role  of  IT  in  this  case  is  one  of  analytics 
evangelist.  We  hear  a  lot  of  analytics  success  stories  from  external  sources, 
and  we  vet  these  ideas  for  business  impact  and  technology  feasibility.  Our 
business  liaisons  have  a  deep  understanding  of  the  business’s  strategic 
objectives  and  will  often  pitch  relevant  analytics  projects— with  the  sup¬ 
port  of  our  data  warehouse  team— to  specific  business  areas. 

We  target  business  sponsors  who  are  analytical  first  and  technology- 
savvy  second,  if  at  all.  We  have  found  that  analytics-minded  people  are 
better  able  to  sell  the  project  to  their  colleagues  than  technologists.  We 
also  target  those  business  areas  where  the  value  of  data  and  reporting  is 
well  understood.  Finance  is  an  obvious  choice,  but  sales  and  marketing 
are  equally  (and  unexpectedly)  receptive  because  they  deal  with  real  data 
and  can  see  the  fruits  of  their  analytics  labor  in  a  short  time.  Once  we  had 
a  few  internal  success  stories,  we  were  able  prove  the  value  of  business 
analytics  technology  to  other  parts  of  the  business  that  had  been  reluctant 
to  embrace  the  idea. 


of  global  technology  services  at  Time 
Warner,  Tarek  EIHadidi,  CIO  at  Freescale 
Semiconductor,  and  Robert  Webb,  CIO  at 
Hilton  Worldwide,  each  shared  how  they 
are  reconsidering  their  technology  road 
maps  to  serve  new  customer  bases  and 
respond  more  effectively  to  the  demands 
of  business.  council.cio.com/WEBllll 


Achieving  Social  Success 


watch  In  this  edition  of  the  CIO 
Debate  online  video  series,  Council 
members  Jeff  Bell,  senior  vice  president 
and  CIO  at  PHH,  and  Veresh  Sita,  CIO  at 
Colliers  International,  talked  about  their 
perspectives  on  bringing  social  media 
into  the  enterprise.  They  discussed  a 
number  of  questions  companies  should 
consider  before  adopting  social  media, 
including  whether  to  use  one  or  several 
vendors,  the  new  security  challenges 
created  by  online  networking,  whether 
younger  employees  are  really  better  at 
social  media  than  older  generations, 
and  how  each  of  these  CIOs  measures 
the  success  of  the  initiatives. 
council.cio.com/DEBllll 
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Steve  Nye 

EXECUTIVE  VICE  PRESIDENT, 
PRODUCT  STRATEGY  AND 
CORPORATE  DEVELOPMENT, 
INFOBLOX,  INC. 

Steve  Nye  is  the  Executive 
Vice  President  of  Product 
Strategy  and  Corporate  Devel¬ 
opment  for  infoblox,  inc.  He 
is  responsible  for  formulating 
the  Company's  longer-term 
strategy  for  portfolio  and 
market  expansion.  Within  his 
organization  he  directs  all 
product  management,  market¬ 
ing  and  business  develop¬ 
ment  activities.  He  oversees 
corporate  development,  which 
includes  strategic  alliances, 
both  technical  and  marketing, 
as  well  as  M&A  activity. 


FOR  MORE  INFORMATION 

on  managing  your  company's 
virtualization,  mobility  and  IPv6 
challenges,  check  out  our  Tech 
Dossier  "A  Better  Way  to 
Run  Your  Network:  Dynamic 
Network  Services"  at 
www.cio.com/whitepapers/infoblox 
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Maximizing  Your  IT  Resources 

Network  Service  Automation  Rightsizes  IT  Staff 
and  Delivers  “Time  to  Value” 


What  is  the  biggest  challenge  you  see 
driving  IT  departments  these  days? 

Our  customers  and  business  partners  say 
complexity  is  on  the  rise,  which  is  putting 
more  demands  on  IT  to  respond  faster  to  busi¬ 
ness  changes.  However,  because  their  budgets 
and  staff  are  constrained,  most  companies 
cannot  move  quickly.  They  need  help  with 
scaling  in  an  environment  in  which  technol¬ 
ogy  is  moving  faster  than  IT  talent.  We  think 
new  solutions  that  help  manage  the  growing 
chaos  surrounding  IP  initiatives  will  help  in¬ 
crease  network  avail  ability  by  reducing  errors 
or  delays  in  rolling  out  new  services. 

What  is  the  impact  of  virtualization 
on  network  staff? 

Virtualization  breaks  the  traditional  “one 
server,  one  application”  architecture,  and 
that  creates  new  management  challenges.  For 
example,  troubleshooting  and  seeing  which 
virtual  machine  is  connected  to  which  port 
have  become  more  difficult.  Businesses  need 
new  discovery  and  visualization  tools  that  au¬ 
tomatically  collect  configuration  information 
and  automate  repetitive  and  high-response- 
rate  chores  such  as  assigning  IP  addresses 
and  server  names  in  a  virtual  environment. 
The  task  of  issuing  IP  addresses  and  names 
for  virtual  machines  should  happen  just  as 
fast  as  a  virtual  machine  can  be  provisioned. 
The  network  team  in  a  virtualized  environ¬ 
ment  must  be  as  dynamic  as  the  server  team’s 
ability  to  provision  new  systems.  This  type 
of  automation  is  a  critical  part  of  any  private 
cloud  strategy. 

How  does  the  influx  of  new  mobile  con¬ 
sumer  devices  correlate  with  the  need  for 
more  network  automation? 

IT  managers  are  often  not  informed  when  new 
mobile  devices  come  into  the  company.  Em¬ 
ployees  bring  them  to  work,  or  business  units 
buy  new  systems  because  they  do  not  want  to 
wait  for  funds  to  be  allocated  to  fulfill  a  critical 
business  need.  The  IT  department  needs  to 
know  what  is  being  attached  to  the  enterprise 


network,  because  the  impact  of  these  devices 
can  be  significant.  This  shift  to  a  more  mobile 
and  dynamic  computing  environment  puts 
a  strain  on  mission-critical  network  services 
such  as  Domain  Name  Service  (DNS).  As  a 
result,  IT  needs  simple-to-use,  intuitive  tools 
that  monitor  network  activity  while  proactive¬ 
ly  managing  and  securing  connections  from  a 
single  central  console. 

How  does  the  movement  to  IPv6  affect 
network  staff? 

The  migration  has  already  begun.  T-Mobile 
is  delivering  IPv6  support  in  its  phones,  and 
these  new  IPv6  devices  still  need  to  connect  to 
IPv4  networks.  In  the  past,  address  manage¬ 
ment  was  done  on  spreadsheets,  but  128-bit- 
IPv6  addressing  brings  an  entire  new  set  of 
challenges.  When  you  add  virtualization  and 
cloud  to  this  challenge,  managing  IP  addresses 
with  just  a  spreadsheet  becomes  impossible.  IT 
teams  will  need  automated  network  services. 

Where  should  a  company  start  and  how 
can  you  gauge  success? 

Automation  is  a  new  “big  idea.”  To  some, 
it  means  ripping  and  replacing— or  mak¬ 
ing  significant  investments  in  professional 
services  and/or  integration  work.  At  Infoblox, 
we  strive  to  make  automation  compelling  by 
demonstrating  that  we  can  make  adoption 
simple.  By  using  automation,  companies  can 
reduce  a  40-step  process  to  a  few  clicks  of  a 
mouse.  As  a  result,  companies  can  make  huge 
productivity  gains  and  save  money— many  of 
our  customers  see  an  immediate  increase  in 
network  availability  and  savings  of  millions  of 
dollars  annually  by  embracing  automation. 

Once  companies  see  such  results,  they  can 
expand  their  use  of  these  tools  and  dramati¬ 
cally  increase  IT  staff  productivity,  tnfoblox’s 
heritage  is  in  automating  network  services 
such  as  DNS  and  IP  address  management.  We 
anticipate  that  both  automation  and  next-gen¬ 
eration  network  services  will  be  key  elements 
powering  the  next  10  years  of  IT. 
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THE  COMPANY:  S AIC 


road  maps  and  development  cycles. 
We  need  the  much  more  rapid-cycle 
innovations  that  we  get  from  these 
small  entrepreneurial  companies 
we’ve  acquired.  For  example,  we 
acquired  CloudShield  Technologies, 
which  had  mainly  been  deployed  in 
telecommunications  infrastructure 
but  not  in  Fortune  500  companies. 
We  saw  the  opportunity  to  do  some¬ 
thing  unique  with  that  product  for  our 
clients  in  critical  infrastructure  indus¬ 
tries.  So  we’ve  deployed  the  product 
on  our  internal  networks,  and  are  now 
looking  for  innovative  pew  offerings 
that  we  can  spin  out. 

Havenstein  CloudShield  is  also  an 
example  of  the  way  we’re  approach¬ 
ing  the  cloud.  If  we  are  to  take  cyber¬ 
security  seriously,  we  need  to  advance 
not  just  the  concept  of  cloud  but  the 
secure  cloud. 


From  the  Inside  Out 

Under  the  CIO's  watch,  SAIC's  cybersecurity  firms 
innovate  internally  while  honing  external  solutions 

wait  Havenstein  SAIC  is  an  $11  billion  technical  services 
business  dedicated  to  solving  very  tough  problems  in 
national  security,  energy  and  healthcare,  with  a  broad 
capability  in  science  and  technologies,  and  a  special 
emphasis  on  cybersecurity.  Cybersecurity  is  both  a  dif¬ 
ferentiator  for  us  in  the  marketplace  and  an  important 
support  for  our  own  enterprise. 


With  that  in  mind,  we’ve  made 
acquisitions  over  the  past  few  years  of 
small  entrepreneurial  cybersecurity 
companies,  whose  capabilities,  first 
and  foremost,  are  applicable  to  us 
internally.  Only  later  are  their  technol¬ 
ogies  are  sold  in  our  various  vertical 
markets.  This  portfolio  of  companies, 
and  their  internal  and  external  capa¬ 
bilities,  has  been  aggregated  under  the 


leadership  of  Charles,  our  CIO,  within 
our  cybersecurity  business  unit. 

Charles  Beard  With  the  kinds 
of  threat  factors  we  see  emerging  in 
our  various  client  markets,  we  can’t 
have  solutions  that  are  on  four-  or 
five-year  development  cycles.  With 
third-party  technology  providers, 
you’re  beholden  to  their  technical 


Beard  Historically  there’s  been  a 
concern  about  cloud  from  a  security 
perspective,  but  the  flip  side,  as  Walt 
mentioned,  is  that  we’re  a  company 
that  likes  to  take  on  tough  problems.  If 
secure  cloud  is  the  problem,  let’s  stop 
talking  about  it  as  a  barrier,  and  solve 
it  for  ourselves  and  then  clients. 

Havenstein  A  lot  of  the  solutions 
Charles  has  to- provide  to  SAIC  inter¬ 
nally  are  exactly  the  kind  of  problems 
we’re  being  asked  to  solve  for  custom¬ 
ers.  That’s  why  it  makes  sense  to  have 
him  lead  this  portfolio  as  well  as  our 
IT  function.  It  does  represent  an  inter¬ 
esting  challenge  for  him,  since  he  is 
also  serving  41,000  internal  custom¬ 
ers,  but  I  think  that’s  the  nature  of 
what  a  chief  information  officer,  at 
least  at  SAIC,  must  be  able  to  do. 


As  told  to  CIO  Executive  Council  VP 
Rick  Pastore.  View  a  video  interview 
with  SAIC's  CEO  and  CIO  at 
www.enterprisecioforum.com. 
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When  your  organization  changes, 


Workday  keeps  pace. 


Shifting  business  models,  increased  regulation,  expansion,  contraction,  and  mergers  and  acquisitions 
are  all  the  part  of  the  "new  normal."  Yet  most  companies  use  technology  that  is  hopelessly  inadequate 
for  a  high-growth  environment. 


Only  applications  delivered  in  the  cloud  can  provide  your  organization  the  flexibility,  agility,  and 
scalability  to  change  on  a  dime  and  gain  a  competitive  advantage.  With  Workday,  if  your  business 
changes,  your  processes  keep  pace. 


HR,  Payroll,  and  Financials  in  the  Cloud 


www.workday.com 


workday. 


No  More  Black  Box 

CIOs  who  come  from  the  business  side  have  learned  the  importance  of  IT  and 
know  how  to  share  that  understanding  with  peers  by  martha  heller 


Today,  more  companies  are  hiring  CIOs 
from  non-IT  functions.  These  CIOs  crossed 
the  fiery  pit  separating  the  business  from  IT, 
giving  them  a  better  perspective  on  the  rela¬ 
tionship  and  how  CIOs  can  improve  it. 

BRIAN  BONNER  joined  Texas  Instruments  in  1981  and 
held  leadership  roles  in  sales,  marketing,  engineering  and 
product  development.  He  became  CIO  in  2000.  “With  my 
eclectic  career,  I  was  qualified  for  the  job,  though  I  didn’t 
know  it  at  the  time,”  he  says.  “It’s  the  best 
job  I’ve  ever  had.” 

Before  and  after:  When  he  was  VP 
of  marketing,  Bonner  didn’t  expect  to 
be  told  that  a  Web  project  needed  IT’s 
authorization.  “I  was  shocked,  since  I  had 
committed  with  our  president  to  do  the 
project,”  he  says.  Now  as  CIO,  he’s  found 
there  are  legitimate  reasons  for  rigor¬ 
ous  approval  processes.  “Everything 
is  interdependent;  adding  a  capability 
means  that  you  touch  all  of  these  other  systems,  and  you 
are  accountable  to  the  board  of  directors  for  security.” 

What  he  changed:  To  alter  the  perception  of  IT  as  a 
bureaucracy,  Bonner  changed  the  authorization  process 
to  an  IT  readiness  process  and  added  a  business  readiness 
step  to  project  plans.  “Business  readiness  helps  the  busi¬ 
ness  garner  the  hearts  and  minds  of  their  users  to  embrace 
the  systems,”  he  says.  “We  have  become  true  partners, 
where  IT  is  ready  for  the  business,  and  they  are  ready  for 
IT,  rather  than  our  giving  them  permission.” 

MARCIA  MACLEOD  joined  Williams  in  2000  as  VP  of 
compensation  and  benefits.  Because  of  her  legal  back¬ 
ground  and  five  years  at  Electronic  Data  Systems,  she  was 
asked  to  lead  a  $350  million  outsourcing  deal  for  Williams. 
“I  spent  three  years  managing  the  contract  and  became 
very  involved  with  IT,”  says  MacLeod,  who  accepted  the 
CIO  role  in  2008. 

Before  and  after:  “Before  I  became  CIO,  I  did  not  have 
a  grasp  on  the  complexities  of  IT,”  MacLeod  says.  “Why 


doesn’t  IT  speak  my  language?  Why  does  everything  take 
so  long?  I  was  pretty  impatient  and  not  a  great  business 
partner.”  Now  MacLeod  sees  a  general  misunderstanding 
across  the  business  about  IT’s  role.  “It’s  like  the  three  blind 
men  and  the  elephant,”  she  says.  “Everyone  has  their  own 
concept  of  IT,  and  IT  tries  to  be  everything  to  everybody.” 

What  she  changed:  As  CIO,  MacLeod  quickly  real¬ 
ized  the  importance  of  communication  in  defining  the 
IT  mission.  “We  needed  to  boil  down  our  priorities  and 
communicate  a  focused  IT  strategy.”  To  aid  in  that  effort, 
MacLeod  built  a  communications  func¬ 
tion,  led  by  someone  with  experience 
in  business  and  IT,  to  “communicate  in 
simple  terms  what  we  are  doing  that  will 
impact  the  business.” 

In  2010,  SHERYL  FIKSE  was  general 
manager  at  a  consultancy  and  had  South- 
wire,  a  cable  and  wire  manufacturer,  as 
a  client.  “I  fell  in  love  with  the  company 
and  was  intrigued  by  how  to  update  their 
outdated  systems  but  maintain  their  corporate  culture,” 
says  Fikse.  So  when  the  CEO  asked  Fikse  to  join  as  CIO, 
she  accepted. 

Before  and  after:  “As  business  people,  my  colleagues 
and  I  would  think  primarily  about  the  financial  aspects  of 
a  strategy,  not  the  physical,”  says  Fikse.  “Now  that  I’m  in 
IT,  I  need  to  ask:  How  does  the  transaction  actually  move 
from  system  to  system?  The  financial  is  bounded  by  the 
physical,  and  it  is  my  job  to  connect  the  two.” 

What  she  changed:  Fikse  developed  strategies  for  “let¬ 
ting  our  business  customers  know  more  about  what  goes 
on  behind  the  scenes.”  She  and  her  team  regularly  give 
executives  tours,  and  they  are  in  the  midst  of  putting  an  IT 
dashboard  on  the  company’s  intranet  so  anyone  can  moni¬ 
tor  progress  on  a  favorite  project.  “Just  as  sunlight  dispels 
darkness,”  says  Fikse,  “visibility  dispels  the  black  box.” 


Martha  Heller  is  president  of  Heller  Search  Associates,  an  IT 
executive  search  firm,  and  is  a  co-founder  of  the  CIO  Executive 
Council.  She  can  be  reached  at  martha@hellersearch.com. 


Business  leaders 
have  their  own 
idea  of  IT's  role. 
Visibility  into  what 
goes  on  behind 
the  scenes  dispels 
the  black  box. 
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“ more  cores  mean  more  VMs, 
and  a  more  scalable  business ” 

benchmark. 

More  cores.  More  virtual  machines  (VMs)  per  server.  More  flexibility  when 
you  need  to  scale  up,  scale  down,  or  shift  workloads  around.  And  all  at  a 
lower  cost  per  VM.1  That’s  what  makes  the  AMD  Opteron™  6000  Series 

platform  ideal  for  virtualized  environments.  With  up  to  100% 
more  cores2  per  server,  now  you  can  run  one  VM  per  core, 
or  multicore  VMs,  for  maximum  utilization  per  server. 


More  cores.  More  scalability.  Lower  cost  per  VM.1 

Some  of  the  many  core  advantages  of  AMD  Opteron  processors. 

amd.com/virtualizationcio 


1  Based  on  2P  AMD  Opteron-based  Dell  PowerEdge  R715  (24  cores)  @$16,546  and  2P  Intel-based  Dell  PowerEdge  R710  (12  cores) 
@$16,451.  Both  include  32GB  memory,  2  146GB  hard  drives,  RAID  0,  standard  warranty.  R715  includes  VMware  vSphere  Enterprise 
Plus  4.1  2-CPU  license,  R710  price  includes  VMware  vSphere  Enterprise  4.1  2-CPU  license.  Utilizing  1  VM  per  core  AMD  =$689/VM 
($16,546/24),  Intel  =$1,370  ($16,451/12) 

2  Comparison  of  12-core  AMD  Opteron  6100  Series  processor  versus  6-core  Intel  Xeon  5600  series  and  8-core  Intel  Xeon  7500 

series  processors  , 

©  201 1  Advanced  Micro  Devices,  Inc.  All  rights  reserved.  AMD,  the  AMD  Arrow  logo,  AMD  Opteron,  AMD  Virtualization,  AMD-V  and 
combinations  thereof  are  trademarks  of  Advanced  Micro  Devices,  Inc.  Other  names  are  for  informational  purposes  only  and  may  be 
trademarks  of  their  respective  owners. 
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The  Odd  Couple 

Why  your  CMO  hates  you  and  what  you  can  do  to 
improve  the  relationship  by  Stephanie  overby 

There  may  be  no  two  groups  more  opposed  to  each  other  than  IT  and  marketing.  One  traditionally 
focuses  on  back-end  support  and  long-term  strategy.  The  other  values  creativity  and  quick  wins. 
Their  leaders  form  the  ultimate  odd  couple:  CIO  and  CMO.  In  the  best  cases,  the  two  coexisted,  but 
rarely  collaborated.  In  the  worst,  the  relationship  was  downright  acrimonious. 

It’s  no  mystery  how  things  got  this  way.  Marketing  feels  IT  refuses  to  acknowledge  the  urgency  of 
its  requests  and  has  “the  uncanny  ability  to  make  the  simple  more  complex,”  says  Forrester  Research 
vice  president  and  principal  analyst  Nigel  Fenwick.  IT  thinks  marketing  lacks  effective  business 
processes  and  thwarts  optimization  efforts.  “Some  misunderstandings  are  no  doubt  caused  by 
conflicting  priorities,”  Fenwick  says.  “The  CIO  is  forced  to  plan  technology  into  the  future,  and  this 
long  view  can  be  at  odds  with  the  need  to  make  a  market  impact  this  quarter.”  ►  ► 
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thrive 


•  ►  ►  Marketing  Continued  from  Page  58 


CIOs  and  CMOs  have  no  choice  but  to  build  a  better  rela¬ 
tionship  to  move  ahead.  “Based  on  the  revolutions  occurring  in 
mobile  applications,  Web-interaction  models  and  social  media, 
the  technology  needs  of  marketing  are  increasing  substantially,” 
says  Robert  Urwiler,  CIO  of  Vail  Resorts.  “[CIOs  have]  a  real 
opportunity  to  make  a  difference.  Enabling  the  marketing  agenda 
could  not  be  more  important  to  your  future  success.” 

To  Urwiler,  it’s  a  chance  to  form  a  closer  bond  with  customers. 
But  building  a  beneficial  relationship  between  marketing  and  IT 
can  be  challenging  in  organizations  in  which  the  two  groups  have 
all  but  given  up  on  each  other.  Here  are  eight  places  to  start: 

Make  the  case  for  collaboration.  If  IT  focuses  on  marketing 
technology  and  business  processes,  that  frees  up  the  CMO’s  team 
to  focus  on  marketing.  Agree  on  mutual  goals  with  the  CMO  and 
build  a  team  within  IT  dedicated  to  marketing. 

ID  rogue  IT  groups.  “The  building  of  shadow  IT  services 
is  often  a  sign  of  overstretched  IT,  where  IT  budgets  have  been 
cut  so  much  that  departments  provision  their  own  services.  Or 
underperforming  IT,  where  IT  simply  lacks  the  skills  to  provide 
good  governance  and  effective  services  across  the  enterprise,” 
says  Fenwick.  Address  those  core  problems  first. 

Become  A+  students  in  marketing.  Urwiler  and  his  IT 
leaders  keep  up  with  marketing  trends,  technologies  and  case 
studies.  “If  IT  organizations  want  to  be  true  partners,  it  starts 
with  gaining  an  understanding  and  appreciation  for  the  chal¬ 
lenges  and  opportunities  that  they  deal  with,”  he  says.  “You  need 
to  understand  the  end  consumer  in  a  way  that  was  probably  less 
relevant  when  you  were  working  on  the  last  ERP  upgrade.” 

Get  flexible.  Marketing  is  thinking  in  terms  of  next  week,  not 
next  year.  Rethink  IT  processes  to  make  them  more  agile. 

Master  customer  data.  Examine  how  customer  data  is  cur¬ 
rently  captured,  stored  and  used  in  the  organization  and  “develop 
a  go-forward  strategy  for  how  data  could  be  used  to  change  the 
customer  experience,”  advises  Fenwick.  “Determine  how  well 
existing  technology  meets  [that]  need.” 

Drop  the  jargon.  “Many  IT  professionals  still  lack  the  com¬ 
munications  skills  to  converse  in  business  terms,  quickly  degen¬ 
erating  into  technology  acronyms  that  are  meaningless  to  non-IT 
professionals,”  says  Fenwick.  “The  challenge  with  marketing  is 
that,  as  a  profession,  it  has  its  own  terminology,  which  can  seem 
unintelligible  to  the  folks  in  IT  without  marketing  experience.” 
Insist  on  jargon-free  conversations  and  cross-pollinate  the  IT 
group  with  marketing  to  ensure  nothing  is  lost  in  translation. 

Share  your  expertise.  Want  to  make  fast  friends  with  the 
CMO?  Help  him  stretch  his  budget  by  tapping  into  IT’s  project- 
management,  sourcing  and  vendor-management  know-how. 

Respect  boundaries.  “Just  as  we  don’t  need  business  part¬ 
ners  to  collaborate  on  messaging  strategies,  platform  evaluations 
and  architecture  design,”  says  Urwiler,  “we  need  to  have  the  same 
consideration  for  core  marketing  functions.” 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 


Help! 


What’s  the  best  way  to 
make  an  impact  in  the 
current  job  market? 

ROSS  MACPHERSON,  President,  Career  Quest 

0  Always  write  your  resume  with  your  target  audi¬ 
ence  in  mind.  An  outstanding  resume  will  help  you 
stand  out  in  a  cluttered  job  market  Few  executive 
resumes  make  the  candidate's  value  crystal  clear, 
Macpherson  says.  "If  I  read  the  first  page  and  don't 
know  what  you  do  or  why  you're  better  than  the  next 
person,  that's  a  problem,"  he  says.  Macpherson  advises 
clients  to  think  first  of  the  needs  of  your  prospective 
employer  to  better  sell  them  on  your  value.  "What 
employers  really  want  to  see  is  impact.  That's  what 
they're  paying  you  for.  They  want  to  know  the  benefits 
of  your  work." 

0  Sometimes  giving  someone  a  copy  of  your 
resume  can  look  desperate.  For  example,  you  don't 
want  to  hand  out  copies  at  trade  shows.  Instead,  give 
people  a  short  professional  bio  that  states  what  you  do, 
what  makes  you  unique,  and  where  you've  worked.  "A 
bio  makes  for  a  softer  introduction,"  says  Macpherson. 
"It  opens  up  a  conversation."  And  you  can  shape  how 
you  present  yourself.  "A  resume  forces  you  to  work  in  a 
chronology.  In  a  bio,  you  can  [focus  on]  aspects  of  your 
background  that  sell  you  the  best,  and  that  is  a  tremen¬ 
dously  powerful  tool,"  says  Macpherson. 

0  Never  neglect  online  resources.  Linkedln  is  a  critical 
component  of  an  executive  job  search,  and  more  com¬ 
panies  are  using  it  to  source  and  screen  job  candidates. 
Macpherson  views  the  site  as  the  easiest  way  for  a  job 
seeker  to  build  his  or  her  online  identity.  Moreover,  your 
profile  markets  you  in  a  way  that  your  resume  can't. 
Start  by  filling  out  your  entire  profile  complete  with 
recommendations  from  colleagues  and  an  appropriate 
photo.  Then  come  up  with  a  compelling  headline  under 
your  name.  "If  all  your  headline  says  is  'CIO,'  it  doesn't  sell 
you  among  other  CIOs,"  says  Macpherson. 

Ross  Macpherson  is  a  certified  personal  branding 
strategist,  and  a  certified  interview  and  job  search 
coach  who  specializes  in  the  senior  and  executive 
market  North  America.  Compiled  by  Meridith  Levinson, 
senior  features  writer  for  CIO.com. 
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CALL 

FOR 


to  Watc  h 

AWARDS  2012 


We’re  looking  for  the  next  generation  of  standout  IT  leaders.  The 
CIO  Ones  to  Watch  Award  honors  the  rising  stars  in  IT— the  senior  staff 
destined  to  become  the  CIOs  of  the  future— as  identified  and  sponsored 
by  the  CIOs  of  today’s  leading  organizations. 


Apply 


CIO  magazine  and  the  CIO  Executive  Council’s  annual  Ones  to  Watch 
award  identifies  the  rising  stars  in  IT.  To  be  honored,  these  future  CIOs 
must  have  demonstrated  leadership,  driven  innovation  and  delivered 
value  to  their  business;  in  short,  they  will  soon  be  able  to  head  up  their 
own  IT  organization.  The  awards  are  judged  by  a  panel  of  veteran  CIOs 
experienced  in  leadership  development,  and  their  feedback  will  be 
available  to  all  nominees. 


Apply  today  at:  cio.com/otw 


Be  Seen 


Winners  will  be  honored  during  the 
CIO  Leadership  Event  April  29-May  1,  2012, 
in  Marco  Island,  FL,  and  be  featured  in  the  May 
issue  of  CIO  magazine  and  online  at  cio.com 


Produced  and  presented  by 


BUSINESS  TECHNOLOGY  LEADERSHIP 


Don’t  Be  Late 


Nominations  accepted  through  November  18. 
For  more  information  about  this  and  other 
prestigious  programs  visit:  cio.com/cio-awards 


and 


CIO 


CIO  Executive  Council 


Leaders  Shaping  the  Future  of  Business 


Apps  and  Oranges 

On-time  delivery  is  important  for  all  companies  that  ship  their  products  to  customers,  but  that’s  especially 
true  for  businesses  that  trade  in  fresh  and  perishable  products.  So  Edible  Arrangements,  a  maker  of  fruit 
bouquets  and  gift  baskets,  developed  a  mobile  website  that  lets  each  store  track  orders,  monitor  delivery 
routes  and  oversee  employee  schedules.  The  mobile  site  is  accessible  through  a  smartphone  browser  and 
serves  as  a  dashboard  of  real-time  updates  for  franchisees,  delivery  drivers  and  employees.  The  real-time 
data  allows  users  to  make  changes  on  the  fly,  such  as  re-routing  orders  through  another  store  if  one  store  is 
backed  up.  Store  owners  can  also  check  to  see  which  employees  clocked  in  and  when.  Edible  Arrangements 
has  completed  a  pilot  test  involving  15  to  20  users  and  is  rolling  the  mobile  site  out  to  all  1,000  franchisees 
this  month.  The  site  improves  efficiency  because  “we  don’t  bombard  [users]  with  emails  or  texts,”  says  Matt 
Bailey,  VP  of  operations.  “It’s  a  dashboard  of  key  indicators.”  —Lauren  Brousell 

.  . 
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Learn  more  ►  1-866-SAM4BIZ  |  samsung.com/central  |  Business.  Innovated. 


Part  HD  monitor  and  part  wireless  docking  station,  Central  Station  is  an  easy  and  innovative  way  for  your  employees  to  stay  connected.  Simply 
approach  Central  Station  to  automatically  connect  any  laptop  to  a  24"  or  27"  LED-backlit  display  and  up  to  four  USB  devices.  And  because 
Central  Station  is  universally  compatible,*  you  no  longer  have  to  invest  in  new  docking  stations  every  time  you  upgrade  laptops.  So  you  can  boost 
productivity  along  with  your  bottom  line.  Because  at  Samsung,  it’s  not  just  business.  It’s  business,  innovated. 


INNOVATION  #3,995 

Central  Station  Wireless  Docking  Display 

Cut  the  cord  on  docking  stations. 
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Scwnc/s  Umh  {&  built  on  NetApp* 


Scan  to  see  how  Be  The  Match®  leveraged  IT  to  help  give  thousands  of 
critically  ill  patients  a  second  chance  at  life.  Or  visit  NetApp. com/BuiltOn. 

Go  further,  faster® 
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